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LIGHT 1s as Impcrtant 
as POWER to This Man 


HILE industrial lighting may not be 
desirable business from the central 


Station standpoint, you must look at 
it from the point of view of the man at the 
machine. To him, light is as important as 
power. Holophane-D’Olier Steel Reflectors 
give the workman all the light he wants just 
where he wants it. They enable the manu- 
facturer to reduce his lighting bills, which is 
to your advantage also, as it reduces your 
peak-load. 























They enable you to close many a small 
power contract, by giving the power user 
both economical power and economical light. 

Our Industrial Lighting Department is at 
the service of central stations desiring assist- 
ance or suggestions in industrial installations. 
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Mott Lamp Posts 


STANDARD OF QUALITY 


Established 1828 





2046 J 


Ornamental Lighting Posts 
for all Purposes 


SPECIAL TO CENTRAL STATIONS 
We will be glad to co-operate with your 
New Business Departments and submit 
special designs for Commercial Lighting 
Projects. 


Se nd for our New Catalogue 


The J. L. Mott Iron Works 


118-120 Fifth Ave., New York 








In writing to 


idvertisers, 


Lest You Forget! 


Spring starts March 21st 
Summer starts June 21st 


Then is the time to sell to your 
household customers © AMERICAN ”’ 
electric irons. 

Now is the time 
from us. 


to order them 


“ AMERICAN” SUPERIOR—6 lbs. 


“AMERICAN” STEEL CLAD—7 lbs. 


There are no Electric 
Irons so good as 


“AMERICAN” 


ELECTRIC IRONS 


Manufactured by. 


American Electrical Heater Co. 
Detroit, U. S. A. 


Oldest and Largest F-xclustve Makers in the World 
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“DIFFERENT” SIGNS 


are the only kind made by 


VALENTINE 








e 

HE distinctive look of 

a Valentine advertising 
sign is what catches the eye 
of the merchant and interests 
him in your proposition. 
Every man who buys an 
electric sign wants ~ some- 
thing different ’’—something 
that will attract and rivet at- 
tention—something that will 
draw customers and make 
sales. This “something” is 
advertising quality. Every 
Valentine sign is an adver- 
tisement. 











ERE is a Valentine ad- 

vertising design that 
can be arranged to suit any 
need. ‘The lettering can be 
anything you please, and the 
sign can be designed for use 
vertically as shown or _ hori- 
zontally. “The five streamers 
issue from the lion’s mouth 
and fall into the basin. The 
letters flash on and off in any 
manner desired. ‘This is a 
characteristic Valentine design 
which attracts because it is 
not only a sign but an adver- 
tisement. 








VALENTINE ELECTRIC SIGN COMPANY 


ATLANTIC CITY, N. J. 
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THE MOLIN 









THE 
MOLINE 
SUPERVISION 


If you were making a good article and had made it for years, 








you might believe that no improvement could be made. 
However, facts often change theories. The recent visit of the 
expert factory supervisor of the National Electric Lamp Asso- 
ciation showed us that our methods could be improved and a 
consequent improvement in the quality of our lamps could be 
made. We now offer you not the good Moline lamp you have 
known, but the better, more highly refined Moline lamp of 
today. We now have access to all important processes in the 
art of lamp manufacture. We have increased factory facil- 
ities and we have all that Moline has stood for. 
When ordering lamps, remember Moline high efh- 


ciency lamps, 3.1 Carbon, Gem, Tantalum, 


“MAZDA” 





MOLINE, ILL. 
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300,000 G-E Irons 


have sold themselves on trial 


















OU cannot afford to handle an iron that will not sell itself on trial. Once you 
have persuaded the prospective customer of the many advantages of using an 
electric iron, the iron that you put out on trial must make good your claims, 
not only for the trial period but for years. 1’The vital part of any electric iron is the 
heating unit. To produce a unit for the G-E Flatiron that would possess all the 
necessary resistor qualities without any of the disadvantages of the many alloys 
now on the market, thousands of dollars were spent in our Research 
Laboratories. Expert metallurgists mixed in their crucibles hundreds of 
combinations of rare and common metals. @As the 
experiments, “Calorite,” the wonderful resistance material, was 
discovered. “Calorite” is the most effective material known 
for transforming, electricity into heat in a fatiron. It is 
made in our own factories and used in all Gen- 
eral Electric Flat Irons. No other 
facturer of irons makes and controls 
the material used for resistors, 





result of these 
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GENERAL ELECTRIC COMPANY 


The Largest Electrical Manufacturer in the World 


Schenectady, New York 2485 
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Give Yourself a Square Deal by Considering 


Hallberg’s Square Statements 








LOW VOLTAGE 
TUNGSTEN LAMPS 


Have short sturdy filaments 
that can be installed azy- 
where without complaints 
of breakage. 


LOW VOLTAGE 
TUNGSTEN LAMPS 


operated in parallel are 
are more reliable than any 
other lighting system. 


LOW VOLTAGE 
TUNGSTEN LAMPS 


pay the same revenue per 
cp. to the Central Station 
as the 110 and 220-volt 
types but save money for 
for the Consumer. 





LOW VOLTAGE 
TUNGSTEN LAMPS 


used in shops and factories 
give tungsten efficiency 


with better than carbon life. 





Economizer—A. C. Type 





LOW VOLTAGE 
TUNGSTEN LAMPS 


used in public or private 
buildings save over 75 per 
cent of the renewal costs. 





Low Voltage Tungsten Lamps and Hallberg’s Economizers are used in 
the Following Installations: 


Hotel Astor, New York : 

Hotel Woodward, New York 

Hotel America, New York 

Studebaker Bros., New York 

American Cafe, New York . 

Wainwright & Smith, Rockaway Be: ac h 

Chas. Schilling, Rockaway Beach 

Willetts Amusement Resort, Rockaway Beach 
Grand Opera House, Holyoke, Mass. 


800 lamps (D. 
600 lamps D.C 














Low Voltage Systems for either direct or alternating currents; also Tungsten Sign Systems 


Get some timely suggestions for Park lighting with Series Tungstens 
and the Hallberg Automatic Cut-out. 


J. H. Hallberg, 32 Greenwich Avenue, New York City 
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Get Ready for St. Louts 


Light Association will be the largest and most important in the history 
of the organization. That it will also be the most valuable seems nat: 
urally to follow. 

In the first place, the membership has grown even beyond the hopes of the 
hard-worked and little-appreciated membership committee, and now num- 
bers over 5000. It is the hope and expectation of the officers to have an even 
6000 by the time the Convention is called to order. 

Second, the place of meeting, St. Louis, is the center of a large and 
rapidly growing central station district, wherein the lighting fraternity 
consists of hustling, earnest men intent upon getting the most out of every 
opportunity. They realize that the National Convention is an opportunity 
to brush up against the leaders of the industry upon terms of familiar friend- 
ship, to learn by personal contact about developments and methods of which 
they have heretofore been compelled to get second-hand knowledge from the 
technical press. 

But, finally, this Convention is important because it carries the commercial 
movement outside the mere solicitation of new business and establishes the 
commercial man as of equal importance with the engineer. The Commer- 
cial Day program is no longer concerned with the details of soliciting: it 
launches into matters of commercial and company policy, inter-department 
organization, the standardization of different classes of business, and nation- 
al movements for developing business. 

When it is remembered that the first Commercial Day was set aside at the 
Washington Convention only three years ago, the progress made is remark- 
able. Companies which looked upon the movement as undignified and not 
to be countenanced are now humbly asking for business advice and assist- 
ance. Commercial plans which were characterized as bizarre and extrava- 
gant are now being copied by the conservatives long after the leaders in the 
field have abandoned them as worn out and unnecessary. Men who consid- 
ered the discussion of newspaper advertisements and solicitors’ arguments 


NOR a number of reasons, the 1910 Convention of the National Electric 
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as profitable are now engaged in matters of fundamental policy. This rapid 
progress from primary grade subjects to those of basic importance is natural 
because the central station industry has been commercialized only a very 
short while. Jnstead of an engineering problem, like that of a street railway, 
the central stations now realize that they are running a manufacturing, mer- 
chandizing business like the shoe manufacturer or corner grocer—the chief 
difference being that the central station is infinitely harder to run and re- 


quires a degree of knowledge in more subjects than probably any other busi- 
ness. 


The central station commercial development had its birth in a National 
Electric Light Association Convention and its growth has been most plainly 
evidenced by the character and breadth of the Commercial Day programs. 
Each year there have been great strides forward. Each year the papers pre- 
sented have set the pace for future development. Not a man ever attended 
one of these sessions but came away with a wealth of practical, usable ideas 
and plans which have made money for himself and for his company. 

It would be interesting to secure the statistics covering the work of those 
who have come to high positions through soliciting or new business depart- 
ments. Half-a-dozen could be named, off hand, who attended the Washington 
Convention as solicitors and are now managers of companies or holding im- 
portant posts with syndicates. These men are not engineers—not that en- 
gineering knowledge is not desirable, and to a large degree essential, but 
those whose money is invested in lighting plants realize that more is needed 
in the management of a central station than the ability to conserve coal and 
lay out an economical distribution system. Stockholders want dividends, 
increased net earnings, reasonable franchise rights. And these are the 
things in which the commercial man deals. Technical problems have here- 
tofore been paramount: to-day they are only equal with commercial prob- 
lems: who knows but what, in a few years more, they will have sunk to com- 
parative insignificance. One might point to the average manufactory where 
the factory man? zZer is a mere superintendent, a man who gets out the goods. 
Of equal importance and of large earning power is the sales manager. 
Above both is the general manager. The latter may have grown up with the 
factory or he may have come up from the sales force; in either case he is boss 
because he knows both ends of the business and because he can develop net 
profits in larger measure than anybody else in the organization. That is the 
real measure of ability—profits, not engineering or sales. 

The National Electric Light Conventions have developed, within the last 
several years, a great many of these “net profit managers.” A good percent- 
age of them have been taken from the soliciting department. The Commer- 
cial Days have taught them business shrewdness, the Executive Sessions 
have taught them policy, the Technical Sessions have told them what is best 
and latest in engineering. In no other place can a man in the electric light 
industry get such a broad outlook, and in no other school can he more surely 
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or quickly get back in valuable, profit-earning ideas the expense of his 
schooling. 

Get ready for St. Louis. The Association needs you and you need the 
Association. 





A Commercial Man’s Competition 


twenty-one best solutions of the rate problem” is of particular interest 
to the commercial men of the industry. 

Your rate is your selling price, primarily. The fact that it is a “problem” 
arises from the fact that it is a combined selling price of two commodities— 
current and service—and of these one is as variable as the wind. 

Too many new-business men consider their own rates as something fixed. 
They aren’t. While a change is always difficult and sometimes well nigh 
impossible, this cold, hard fact should never be overlooked: A selling price 
which entails loss, or which hampers complete and profitable development 
of the market cannot be maintained. 

It must not be expected that anyone is really going to solve the rate prob- 
lem just yet, because a solution—using the word in its proper meaning—is 
impossible where one deals with variables. The best we can hope to arrive 
at is a fairly just compromise. But even were an absolute rate devised, it is 
altogether a question whether it could be introduced either by cajolery or 
force. Expediency is as much of a rate factor as the cost of distribution. 

Everybody, of course, knows that the straight kilowatt basis is unjust or 
unprofitable—that the central station gets either too much or too little for its 
service. Similarly, the Hopkinson system (readiness-to-serve charge plus 
a low kilowatt-hour charge) makes no provision for higher efficiency lamps. 
The Doherty rate goes a step farther and leaves a loophole whereby the cen- 
tral station may not suffer from the high efficiency lamps, but whether it is 
expedient to use the loophole is a question. The double rate has advan- 
tages, but is unpopular in small commercial installations. The controlled 
flat rate is about the only one that has had much recent favorable attention. 

Looking at it from all angles, the man who wins a prize in solving the rate 
problem will have his work cut out for him. It is a combination problem in 
accountancy, engineering and business. So far the accountants and engi- 
neers have been most prominent in the discussion. It is to be hoped that in 
this competition a business man will introduce a few substantial, money- 
making ideas. What we need is a rate that will satisfy the public, increase 
business and net a fair profit on every customer. 

It sounds easy. Try it. 


[vm $1500 prize offer recently made by a Cleveland concern for “the 
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The usual equipment—a bare 16-candlepower lamr“over a shoe machine. 


The workman’s eyes are strained 
by looking into the light 




















Economical equipment of the same machine—an 8-candlepower lamp with meta! reflector. 50% saving in current 
and faster work by the operative 





Profit From Industrial Lighting 


How this Class of Business, Ordinarily Considered Valueless to the Central 
Station, May be Used to Develop Power Load 


By Frank B. Rag, Jr. 


FACTORY manager was 
A carefully going over esti- 

mates and plans submitted 
by the power salesman of a central 
station. The figures were convinc- 
ing; he was practically ready to 
sign the contract, when— 

“How about the lighting?” 

“Use gas arcs,” said the electric 
solicitor. 

“No, thanks,’ was the reply. 
The factory manager handed back 
the power proposition and turned to 
his desk. 

On that question, “How about 
the lighting?” hinges many a power 
deal. 

The lighting of an industrial es- 
tablishment is undesirable from 
the central station standpoint and 
expensive to the man who buys cen- 
tral station power. It is peak-load 
business that burns on the average 
less than 400 hours per year—some- 
times as little as 250 hours. Under 
favorable circumstances it has little 
better than a 5% load factor; in 
other words, if you can afford to 
sell 24-hour-a-day power for one 
cent per kilowatt hour, you will 
have to charge something like ten 
to twelve cents per kilowatt hour for 
the lighting to secure the same in- 
come per kilowatt of station capac- 
ity. While one may deceive one- 
self with averages and argue that 
this particular class of business is no 


worse than many others, a mo- 
ment’s thought will show that, at 
the rates usually made, it actually 
costs the central station money. 
Now, no central station can afford 
to render service or sell merchan- 
dise at a loss. It is a principle of 
business that profit on one transac- 
tion does not excuse loss upon an- 
other. Concessions which entail 
loss may be cross-charged to adver- 
tising, to commissions or to special 
expense, but they should never be 
allowed to offset a specific profit. 
The man who strikes an average be- 
tween the power profit and lighting 
loss in an industrial installation and 
is content with a profit on the double 
deal, deceives and weakens him- 
self. He is hiding from himself an 
item of loss which it is his duty to 
reduce or eliminate; he is disguis- 
ing a profit which it is his duty to 
analyze and understand. He is, if 
one wishes to apply the fine test of 
ethics, deceiving his customer by 
overcharging for service in 
order that he may come out whole 
on another, 


one 


viewed from which 


‘ angle the transaction becomes un- 


fair discrimination against other 
customers who use power but no 
light. It may be argued that this 
is a necessary evil. 
but not necessary. 

The trouble is largely that we 


have taken the evils of industrial 


An evil—yes— 
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lighting too much for granted; now 
let us do a little analyzing. In the 
first place, it is peak-load business 
which must be 


accepted at rates 


that are unprofitable. Every twen- 
ty incandescents, every pair of arcs, 
represent a kilowatt of station and 
line capacity tied up for an insig- 
nificant eighty minutes or less daily 
use. Obviously, the thing to do 1s 


to reduce this demand and release 


Analyzing farther, what will be 
the full result of this practice? 
There are shops and factories on 
circuit light 


those 


which use but not 


power, such as located in 
power buildings or operated by gas 
or steam engines; will not the eco- 
nomic handling of such lighting in- 
stallations impress these customers 
with the 


business ? 


idea know 


that 


that we our 


and will not im- 


Two 32 candlepower carbon lamps give very inadequate light over this textile machine as will be 
seen by the dark ends 


this equipment. \Ve may have no 
immediate profitable market for the 
current, but that is immaterial- 
market can be found or 


-the 
To 
load 


is not difficult, consisting only of 


made. 
reduce the industrial lighting 


applying the familiar principles of 


illuminating engineering to purely 


utilitarian installations. High effi- 
ciency lamps and properly chosen 


reflectors solve the problem, 


pression give us standing and au- 
thority when the time comes to pro- 
pose a motor installation? Or, in 
the case of a small manufacturer in 
a power building, will not a cheap 
lighting system enable us to crowd 
in a motor for overtime work, thus 
by practical demonstration proving 
the economy 
electric drive? 


and convenience of 
Will not a combina- 


tion light and power proposition to 
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isolated plants look better if we 
effect substantial savings in the 
lighting costs, even though the 
power costs may remain practically 
unchanged? These questions, and 
many more which local conditions 
will readily suggest, lead inevitably 
to one conclusion:—The scientific 
handling of lighting problems is as 
necessary and as profitable in the 
industrial as in the mercantile field. 





madras shirtings in delicate tints 
and that the direct current arcs pre- 
viously used were not satisfactory 
from the standpoint of color-value. 
His demonstration convinced the 
manufacturer that the glower lamps 
were what were needed and his ar- 
guments finally led to the abandon- 
ment of the old direct current equip- 
ment in favor of central station al- 
ternating current service. Thus the 


Pu? | 
a 


— 


Two 40-watt tungstens, properly installed with reflectors, save over 100 watts and give better illumination 


Let me cite an extreme example. 
A New England manufacturer was 
about to remove his mill to another 
town. The power salesman of the 
lighting company went after the 
business, but was unable to do any- 
thing with the prospective customer 
because he could show no particular 
economy. Finally, a Nernst lamp 
salesman got on the job. He learn- 


ed that the mill made high grade 


lighting company secured a_ 150 
horsepower customer solely through 
the influence of the lighting. 
Another case is that of a small 
manufacturer in a power building. 
When this customer first demanded 
lighting service he was treated very 
shabbily by the central station rep- 
resentative who resented having to 
supply the unprofitable demand. 
The equipment was thrown in “any 
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old way,’ and the consequent light- 
ing bills were exorbitant. Later a 
new solicitor was employed who 
developed the foolish notion that 
there might be business found in 
that building. His investigation 
showed that several of the tenants, 
requiring power for overtime work, 
were clubbing together to buy a 
small gas engine, having decided 
that current for a motor would be 
too expensive. After re-arranging 
the lighting so that the peak de- 
mand was reduced by over one-half, 
this solicitor was able to put in a 
fifteen horse-power motor that ran 
from 6.30 to 10 almost every night, 
and when the manufacturer moved 
the next year, as he was forced to 
do owing to the growth of his busi- 
ness, the new plant was entirely on 
central station service. 

The reason these opportunities 
abound is because industrial light- 
ing until within the past year or 
two has not had any attention 
whatever. It is one of the most 
amazing things that, in our indus- 
trial plants which are built on the 
most approved plans and equipped 
with the most expensive tools and 
machinery, the lighting is so primi- 
tive. Bare incandescents of low 
efficiency, ancient arcs that sputter 
and go out, fish-tail gas burners that 
only serve to vitiate the air, even 
dripping, stinking oil lamps are in 
service in mills and shops where 
high-priced mechanics work in ex- 
pensive materials upon machines 
that cost hundreds, sometimes thou- 
sands, of dollars. The fact that 
these primitive lighting methods 
are wasteful of time and lead to 


accidents and spoilage of material 
seems not to have been realized. 
And that this ancient lighting has 
been almost as expensive to the cen- 
tral stations as to the manufactur- 
ers is another point which it is well 
to bear closely in mind. 

As to the ways and means of 
effecting economies and improving 
the illumination of shops, much has 
recently been done by manufactur- 
ers of both lamps and reflectors. 
Tube lamps are being used with 
great success in certain classes of 
manufacturing where color-value is 
of no importance. Various types 
of arcs are making headway, espe- 
cially the intensified arcs. Incan- 
descent lamps of the higher efficien- 
cies are being installed broadcast 
with great satisfaction. The re- 
quirements of different industries 
are receiving careful and intelligent 
study by specialists with manufac- 
turing as well as illuminating engi- 
neering experience. Of course, the 
larger part of the missionary work 
along these lines has been carried 
on among large manufacturers 
whose requirements repay in sales 
for the preliminary work done, and 
such manufacturers generally main- 
tain their own power plants; still, 
much has also been done of an edu- 
cational nature which reaches the 
smaller factory and shop—the man 
on the central station circuit. The 
trade press of the iron, textile and 
shoe industries has been filled with 
articles on the subject of industrial 
lighting. The physical effect of 
poor lighting has had some investi- 
gation upon the part of legislators 
who are considering the feasibility 
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of state control over lighting in fac- 
tories as over ventilation and heat- 
ing. Everywhere we find the sub- 
ject being agitated. It is high time 
for action. 

The point for the central station 
commercial man to realize is that 
the present business is unprofitable 
and that the lower he can cut this 
demand the more current he will 
have for sale at more profitable 
rates. A second point is that the 


An example of paper machine lighting. 


reduction of industrial lighting bills 


gives the power 


department a 
friendly standing in the eyes of 


manufacturers, which is desirable 
and necessary to sell power. In- 
dustrial lighting will probably never 
be profitable, but it can be made 
less unprofitable than is generally 
the case at present, and it can be 
used as a lever to gain business in- 


stead of acting as a deterrent. 


The cost was reduced 50% in this mill and the illumination 


improved over 100% by test. 





Day Sessions. ’Nuff said. 





George Williams will preside over the Commercial 











A Sensation 


RITISH central stations have 
the reputation of being far 
less progressive than their 
American contemporaries in mat- 
ters pertaining to commercial devel- 
the 
electric signs which have been in- 


opment. Consequently new 


stalled on the office of the Aberdeen 
Corporation Electricity Department 
have caused a deal of 


great com- 


ment in England. A recent issue 
of “The Electrical Times” 


said: “From a spectacular point of 


(London) 


view it was such a huge success that 
the police had to keep the crowd 


moving, and the photographer had 


in Aberdeen 


to wait until the wee sma’ hours of 
the morning before he could shoot 
his prey.” 

A like display could hardly hope 
to create such a sensation in an 
American city, but taking compara- 
tive conditions into consideration 
this evidence of enterprise should 
put to shame those central stations 
who still hang back and neglect the 
proper illumination of their office 
fronts. 

This is said to be the only central 
The 
two leopards rampant and the Bon 
Accord represents the 


coat of arms. 


station office sign in England. 


Aberdeen 


Office of the Aberdeen Corporation Electricity Department, England 





Business versus Engineering ? 





Is the Central Station an Engineering Enterprise or a Business. Venture ? 


By W. E. Bayarp 


HE man virtually at the head 

of the United States Army is a 

doctor. The man at the head 
of the United States Steel Corpora- 
tion is a lawyer. The man who did 
the most difficult piece of lighthouse 
construction in America is an artist. 
This does not mean that the United 
States Army is devoted wholly to the 
practice of medicine, or that the Steel 
Trust is a law office, or that the light- 
houses are made of canvas and paint. 
It indicates simply that training in 
one profession does not automati- 
cally bar a man from achievement in 
other lines. Because you are an 
electrical engineer does not prevent 
your being a good business man; be- 
cause you are a salesman is no reason 
why you should not understand, ap- 
preciate and even solve the problems 
of generation and distribution. Be- 
cause you are running a central sta- 
tion is no reason why you should not 
profit by the experience and study of 
men in other lines of business For 
the central station ts a business and 
the laws of business apply here as 
elsewhere in the industrial and mer- 
cantile fields—the laws for success 
are the same for all. 

How many times has a salesman 
asked you, “Who’s the man to see in 
the Bigtown Light & Power Co.?” 
And in one case you know that the 
active business man for the company 
is the treasurer; in another, the gen- 
eral manager, a vice-president, the 
contract agent or even a chief clerk. 


In every organization, no matter in 
what field of work, the strongest man 
eventually takes the helm, and the 
best business head may be found and 
developed in any one of a dozen 
places. 

Yet central stations seem to differ 
from other commercial establish- 
ments in that there is no clearly de- 
fined and regularly recognized rela- 
tionship between the various depart- 
ments of the business. In one com- 
pany you find the sales organization 
of the utmost importance, while in 
another it is apparently looked upon 
as an unavoidable nuisance. In the 
one case the practice is to sell all the 
current the generators can produce, 
and then to buy more generators: 
in the other, the plan is to “stand 
pat” and make only such extensions 
as public clamor make necessary. 
The difference of opinion is funda- 
mental. It is a basic business ques- 
tion. Either one side or the other is 
right. Which one? Is the electric 
light and power company organized 
to sell as much current as their engi- 
neers can produce, or to manufacture 
current which the public demands? 

Probably no central station man 
has ever publicly expressed the lat- 
ter view, but nevertheless it is the 
subconscious and quite apparent at- 
titude of a great many managers,— 
especially, almost solely, those of 
technical training. The power 
house problem to them is the more 
important and interesting and they 
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seem to be driven to the sordid com- 
mercial side only by the pinch of 
pocket or the clamor of stockholders. 

And how does this compare with 
the attitude in other lines of business 
—the manufacturers of sockets or 
wire, for instance? 

Did you ever know a wire com- 
pany sit back and wait for a cus- 
tomer to demand its product ?—are 
not sales the chief concern of the 
socket maker? To such manufac- 
turers the sales department is the eye 
and the strong right arm, the adver- 
tising department is its assistant. 
The factory, the stock-rooms, the 
shipping department are charged 
only with keeping the sales depart- 
ment’s promises and making its word 
good. Even to the customers them- 
selves the sales representative is the 
house. Just so with the department 
store: the aim of every man is to sell, 
sell, sell; and those who buy and 
those who advertise, and those who 
display and those who ship and de- 
liver—one and all serve the same 
end: they help to sell the goods. 
And in what respect does the central 
station differ from these other busi- 
ness enterprises? For the literal ob- 
ject of every plant in the country is 
to produce dividends, and dividends, 
salaries, equipment and coal bills are 
paid only through sales. 

To continue the comparison an- 
other point and further illustrate the 
tendency among some central sta- 
tions toward tying the horse to 
the tailboard, consider what manner 
of man the sales manager should be. 
In our socket or wire factory the 
management and directors look long 
and diligently before they choose a 


chief of sales. He must be a man 
who, first of all, knows his market. 
He must possess the faculty of 
handling men, with sound business 
judgment—not only his salesmen, 
but his customers and his competi- 
tors. Tact, diplomacy, political 
acumen, an analytical mind are all 
necessary. Finally and most im- 
portant, he must have the sales sense 
in his finger ends. It is he who sells 
the output of the plant and the rela- 
tions of the firm with the trade are in 
his keeping. But how many central 
stations do you know where the 
counterpart of this man is to be 
found? Generally there is a “con- 
tract agent,” a young chap promoted 
from the bookkeeping department or 
from the meter department, paid a 
nominal salary and doing nominal 
work. He is not, cannot be, a sales 
manager, in any sense of the word— 
rather an accepter of orders. 

“But,” you say, “he has his general 
manager over him.” True enough, 
and so has the sales manager of the 
socket factory his president and his 
board of directors. The situations 
are exactly analogous, but on the one 
hand is a failure to appreciate the rel- 
ative importance of production and 
sales. That is the underlying evil 
that is cursing hundreds of central 
stations to-day and has been the 
main cause of popular distrust and 
antagonism. For example, a New 
England central station of moderate 
size has gross sales of over $500,000. 
per year. The sales department is in 
the hands of a graduate meter-reader 
whose chief qualification was that 
“he has been with the Company a 
long while and knows our policies.” 
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The management does not realize 
that a sales manager is hired to 
make policies, not to follow them. 

Since the public utility corporation 
is a business proposition, accepted 
business methods must prevail if the 
fruits of good business are to be en- 
joyed. The greatest problem before 
the head of any manufacturing estab- 
lishment is sales, and his sales mana- 
ger is almost without exception his 
most efficient, most trusted and most 
adequately paid assistant, not a mere 
clerk graced with a title shorn of 
power. This should apply to the 
manufacturer of electric current to 
an exceptional degree, for there is 
no sales manager who must deal 
with a greater variety of customers 
or solve a greater number of knotty 
sales problems than the man who 
sells “juice.” And by the same to- 
ken there should be no lack of ability, 
remuneration or proper facilities for 
developing, maintaining and extend- 
ing the market. 

There has been marked improve- 
ment these last years in central sta- 
tion public policy and sales methods, 
as we all know, but the gap between 
the service extended to the public by 
the modern department store and 
that of the so-called public service 
corporation is still both wide and 
deep, as witness :— 

The central station employs 
lengthy, involved and in some cases, 
utterly stupid contracts drawn by 
high-priced corperation lawyers, 
which supposedly protect the com- 
pany, but often in reality bar out the 
most desirable customers. The de- 
partment store gives a “money-back” 
guarantee with every purchase and 





asks absolutely no questions before 
exchanging goods or refunding 
money. 

The central station makes a blunt 
demand for a deposit on the meter, 
without explanation to the man who 
considers that he is entitled to the 
usual courtesies extended to a cus- 
tomer. The department store ex- 
tends credit upon a basis of a simple 
form to all who are entitled to it. 

In the central station, too fre- 
quently, there is a beardless strip- 
ling who stands behind the counter 
catechising the well-to-do citizen 
who applies for service and trying to 
give the impression that the account 
is hardly worth while. In the de- 
partment store, politeness is insisted 
upon and everybody from the porter 
at the door to the proprietor in his 
office makes the customer feel that 
his patronage is wanted. In the case 
of a customer who applies for credit, 
the interrogation of his credit rights 
is made by a shrewd and tactful 
credit man who probably is drawing 
three or four thousand dollars a 
year. 

The central station almost invari- 
ably shows lack of consideration for 
complaints of high bills by a man 
who “stands pat” with the unex- 
plained statement that “the meter 
can't lie.” The department store in- 
vestigates every complaint of what- 


_ ever sort as promptly and as care- 


fully as possible. If goods are not 
as represented, the customer gets his 
money or other goods; if there is 
claim of non-delivery, the same is 
also true. No complaint is allowed to 
stand as long as the customer feels 
that he is wronged 
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It is the arbitrary, unbusinesslike 
lack of sales management that is to 
blame for the central station’s busi- 
ness errors—a lack of appreciation of 
the balance between engineering and 
business. That is what leads to un- 
just verdicts, baseless attacks 
through the press, and loss of public 
sympathy, confidence and support 
That is what leads finally to the 
wrecking of the market that with 
proper, intelligent sales management 
could be guided, protected and de- 
veloped for profits present and pro- 
spective. 

Throughout the entire staff of 
many central stations, there is the at- 
titude of loosely-veiled indifference 
towards the consumer, which the 
public feels in all its dealings with 
the company and deeply resents. 
Because every monopoly is viewed 
with suspicion, in the interests of 
sales no effort should be spared by 
every employee of a lighting com- 
pany to keep this feature constantly 
in the background. The threat of 
the “cut-off-wagon” should be the 
very last resort in the collecting of 
disputed bills and the gospel of cour- 
tesy should be preached without 
ceasing. 

In other words, from the general 
manager to the meter reader, line- 
man and lamp boy there must be a 
general and unalterable understand- 
ing that the fundamental object be- 
fore all hands is sales; they must ap- 


preciate that the prosperity of the 
company and their own fortunes de- 
pend upon the market for current 
and act accordingly. It makes no 
difference who is running the com- 
pany, whether an engineer or a com- 
mercial man. He need only under- 
stand the broad purposes that un- 
derlie his company’s existence. The 
doctor who leads the United States 
Army need not be a swordsman or a 
sharpshooter—but he does need to 
know organization, strategy and tac- 
tics. The lawyer who guides the 
Steel Trust need not know the stock 
sizes of merchant bars and the tech- 
nicalities of the open hearth process 
—but he must know and be able to 
direct his company into the path of 
profit. The electrical engineer who 
manages a central station really 
doesn’t need his engineering skill— 
but he must be able to find a just bal- 
ance between the plant and the pub- 
lic. 

It is a hopeful sign that this neg- 
lected business phase of the industry 
is fast forging to the front and that 
the work is producing just such men 
as the problem demands. And after 
all, it is only the mental attitude, the 
point of view, that must change. 
The question to be understood and 
answered is this: Is the electric 
light and power company organized 
to sell all the current its engineers 
can produce or to manufacture cur- 
rent which the public demands? 








Have you seen the N.E.L.A. 


Commercial Day Program? 
It’s published on page 175. 











Translated Advertising 


HE Edison Electric [llumin- 

ating Co. of Brooklyn has 

been very successful in in- 
troducing the virtues of electric 
power to small Jewish clothing man- 
ufacturers and Chinese laundry men 
through the medium of circulars 
translated into their respective lan- 
guages. 

The Chinese folder was printed 
on yellow stock four pages, 6” x 9”, 
and bears on the front page this Chi- 
nese screed in red. On the two in- 
side pages are half-tone reproduc- 
tions of two photographs, one show- 
ing “Tom Jung Hoy and His Elec- 
tric Laundry” and the other, the 
washing machine itself with this 
progressive Celestial starch artist in 


attendance. On pages 2, 3 and 4 
there is also an English translation 
which is interesting as a clever adap- 
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tation of the electric power propo- 
sition to the simple logic of the 
Chinaman. 

It is as follows: 





Chinamen work harder, longer, than 
any other. 

But there are machines that can work 
harder, faster, better than even China- 
men. 

And cheaper, too. 

One of these is a washing machine. 

Does ordinary family wash in an hour. 

Gets the clothes clean without tearing 
them and without use of injurious acid. 

Is particularly fitted for laundry work, 
being so steady, reliable, swift, tireless. 

Any laundry that is electric lighted 
can have this great money making wash- 
ing machine. 

For it uses the electric light current. 

Cost of putting it in with electric light 
will be about $100. 

After that it will cost only about one 
cent per hour. 

Draws no wages, eats nothing. 

You can see it at our salesroom, 360 
Pearl Street, Brooklyn. 





THE ELECTRIC LAUNDRY 


Or you can see it doing all the work 
at Tom Jung Hoy’s laundry, 5510 Fifth 
Avenue, Brooklyn. 

Tom Jung Hoy is a bright Chinaman 
who does not believe in killing himself 
with hard work when electricity will do 
it for him cheaper and better than he 
can do it for himself. 

And give him the best light in the 
world at the same time. 

And also increase his business by 
making his neighbors think well of him. 

Americans know that electricity is 
good. When they see a Chinaman 
using electricity they say: 

“That's a wise Chinaman. He knows 
what is best. He does good work. | 
want him to work for me.” 

The electric laundry is the best. 

We will make it for you. 

Come to us bringing this paper or 
write a post-card telling where to call 
on you. 
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As a result of this circular a 
Chinaman having one of the largest 
laundries in Brooklyn came into the 
company’s office a few days after it 
was sent out, with the folder in his 
hand and inquiring for washing ma- 
chines. He examined them closely 
and purchased one before leaving. 
It has been installed and has been 
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heard from in several quarters, 
where other laundrymen are trying 
to decide to buy. 

The Hebrew circular was a two- 
page affair and is reproduced be- 
low in both Hebrew script and Eng- 
lish. This has led to considerable 
business among the many small 
Jewish tailoring shops in the city. 





50°. Reduction in the Cost of 
Electric Power 


Clothing Manufacturers 





Electric Power is now CHEAP. 

Under a new form of Power Agreement, adopted 
by the Edison Company June 15th, 1909, the cost 
of Electric Power has been reduced an average of 
50 per cent., making it as low as the cost of gas 
engine power. 

Wath the advantages of an Electric Drive you 
are no doubt familiar—t! convenience, the clean- 
liness, the di the the fact that 
much more work can be turned out. All these 
advantages may now be secured with a low cost of 
operation. 

Fill out and mail the enclosed postal. Our power 
engineer will call vith information concerning this 
new contract and the reduction it will make in the 
cost of Electric Power to you. 








Edison Electric Illuminating Company 


OF BROOKLYN 





360 PEARL STREET BROOKLYN, N. Y. 
Telephone, 4640 Main 











Two Sides of a Circular Distributed by Brooklyn Edison Company Among the Hebrew Clothing Manufacturers 








A Dollar Idea 


D. H. Johnson, District Supt. 
The West Penn Electric Co., Charleroi, Pa. 


| pect one up the idea of keeping the subject of electricity 
and its use before the public, we have furnished checks, to bar- 
ber shops that use the check system for distinguishing “Next,” and 
found the results quite gratifying. The number appears on one side 
and various “catchy” ads on the reverse. 

Customers while waiting for their respective turns usually have 
a little time for conversation, and they can find no better topic to 
discuss than “MODERN USES OF ELECTRICITY.” 











A Year’s Expertence with Flat Rates 


Actual Data on Over 2000 Customers 


N the November issue of SELLING 
| ELECTRICITY was published an 
article on the sale of current 
on flat rates in Hartford, Conn. 
The plan in effect includes the use 
of 15-watt, 10-candle-power Jamps at 
the rate of one dollar per 10 lamps 
per month, the maximum demand 
being fixed by a current limiter. This 
plan is fully explained in the follow- 
ing advertisement which was used 
to announce the new rate when it 
was introduced :— 


Che Hart 





fot) Contant 


about 1800 flat rate residential light- 
ing contracts in force in Hartford, 
and 3300 residential meters. The av- 
erage flat rate brings in a monthly in- 
come all the year round of $1.80 
as against an income of $2.02 month- 
ly from the average residence meter. 
This makes the total annual figures 
show $2.64 in favor of the meter cus- 
tomer, but against this must be taken 
the cost of the meter department in 
reading, testing, repairing and de- 
preciation, and the cost of book- 
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THE HARTFORD DAILY COURANT, MONDAY, SEPTEMBER 2, 1909. 





lectric Lights F 
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COST OF WIRING, CURRENT AND LAMPS IS GRATIFYINGLY LOW. 





Special Residential Offer 


YEARLY CONTRACTS FOR HOME LIGHTING 
ARE MADE ON THESE TERMS: 
- 10 Ten-Candle-Power Tungsten Lamps ${2 per 
ear. 

Each additional 10-Candle-Power Lamp 72c. 
per Year. 

10 Twenty-Candle-Power Tungsten Lamps $18 
per Year. 

Each additional 20-Candle-Power Lamp $1.44 
per year. 

Thirty-Candle-Power Tungsten Lamps at 25c. 
each per month. 

The above prices give the consumer the unlimited use 
of the entire number of lights in’ his home. 
COST OF LAMPS IS AS FOLLOWS: 

First installation of 10, 20 or 30-Candle-Power 
Tungsten, 20c. each. Renewals, 10c. each. 


Frosted Lamps 5c. each extra. 











Since our June announcement we have equipped 150 additional homes with the modern 
Tungsten Electric Light. Hartford people—the masses in particular—are rapidly learning 
that it is no longer necessary from an economical standpoint to make use of any other illu- 
minant than electricity. The cleanliness, convenience, safety and pure air asured by the use 
of electricity, make an unanswerable argument in favor of its use in the home. Come to out 
office and see the wonderful Tungsten lamp—the lamp that has dong so much to improve 
the service and reduce the cost of lighting by electricity. 


Six Rooms Wired for $35 


WITH FIXTURES INCLUDED. 


We will wire houses or apartments located on our present lines with six outlets and 
fixtures in any six conngcting rooms for $35.00 on easy monthly payments if desired. Al 
wiring concealed so far as possible, and the workmanship satisfactory in every respect, to 
conform with the rules of the Hartlord Board of Fire Underwriters. The fixtures which 
are of a neat design and brush brass finish consist of two (2) 2-light fixtures; 1-3-light fix- 
ture; J side bracket; 3 pendant and $ drop, Everything complete ready for use for $35.00. 


TELEPHONE OR WRITE TO US 
And our representative will call to quote you prices or answer any questions about our pro 
position, 


Do not go through another long winter with unsatisfactory {umination when the 
very best light in the world can be provided so easily. 


or Every Home! 





| st. [he Hartford Electric Light Co. "sBx"* 


There have recently been made 
some abstracts from the records of 
these flat rate customers which are 
very interesting. There are, in all, 


keeping, which, according to the 
management of the Hartford Electric 
Light Company, amounts to between 
$5.00 and $6.00 per year. Another 
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point to bear in mind is that the flat 
rate customers are charged for their 
maximum demand, while the meter 
customers have a fluctuating maxi- 
mum up to the full number of lights 
connected. 

Another point of variance which 
operates to the disadvantage of the 
central station is the fact that the 
demand is higher on the meters in 
winter when the station peak is at 
its maximum. The schedule shows 
that the summer bills of the meter 
customers average only $1.48, while 
the winter bills average $2.57, thus 
crowding the year’s peak with some- 
thing like 73% increase in the de- 
mand of 3300 residence customers. 
Against this, the all-year-round in- 
come from the flat rates appears in a 
very good light. 

The figures for small commercial 
less 


lighting are no 
There are about 1000 stores on the 


interesting. 


flat rate against 1800 on meter. The 
average summer incomes from the 
meters is $8.59; the winter income 
$13.18—an average of $10.88 for the 
entire year. The flat rates, on the 
other hand, bring in $16.00 monthly 
with practically no fluctuation be- 
tween seasons. Deduct the cost of 
meter reading, maintenance and 


bookkeeping, and the disparity be- 
tween the two classes becomes glar- 
ing. 

The data shows that the total in- 
come per meter per year, taking all 
classes of lighting, is $24.04 against 
which is the maintenance charge of 
$6.00, leaving an income of $18.04 
net. The annual income from flat 
rate contracts averages $21.72, less 
a depreciation charge on the ex- 
cess indicator of $1.20, leaving an in- 
come of $20.52 net. On top of this 
showing is the estimate by the engi- 
neering department of the Hartford 
Company, that there is a saving of 
close to 50% in the maximum de- 
mand of the one class of customer 
against the other. : 

The flat rate has another point 
which is not to be overlooked—in 
fact, a point which should make 
every lighting man investigate it 
closely—and that is the business- 
getting advantage of being able to 
offer a cut-and-dry proposition to 
small residential customers. Hart- 
ford’s experience in this has been 
most satisfactory, the increase in 
business amounting to 781 new in- 
stallations in the five months from 
September Ist, 1909, to February Ist, 
1910. 





introducing them to the public. 





A Dollar Idea 


J. F. McGuire, New Business Dept. 
The Ottumwa Railway & Light Co., Ottumwa, Iowa 


NOVEL scheme for advertising the use of electric current is to 
have an electric air purifier installed in the company’s public 
waiting room or office and advertise it. 
ing the attention of the public to the fact that the air in the room is 
absolutely pure, with an endorsement by the local Board of Health. 
There is a wide field for air purifiers and this is a very good way of 


Put up a few signs call- 














R. G. E. WILLIAMSON, 
the Sign Expert for the 
Denver Gas & Electric 

Co., has recently placed two novel 

electric advertising installations. 

The Calumet Baking Powder sign 
operates on a flasher and presents 

a very attractive advertising feature 

in an otherwise dark store window. 

The idea may be applied to advan- 

tage where an unprogressive sign 

ordinance prohibits signs extending 
over the sidewalk. 

The Dentists sign is a novel creation 
of Mr. Williamson’s which has a new 
musical feature. The sign itself 





measures 11’ long x 7’ high and is 
covered with gold leaf, except the 
strings of the lyre which are silver 
bronze. 


The word ‘‘Dentists’’ flashes 





Two Denver Signs 














on letter by letter, and as each letter 
lights up, a musical note is produced 
by means of wooden hammers ar- 
ranged to strike upon orchestra bells. 
These are toned to give the complete 
musical scale with each complete flash- 
ing of the word. The mechanism con- 
sists of a Reynolds-Dull flasher with 
special lugs attached to the wheels, 
which pull down the hammers at 
the proper time as the flasher re- 
volves. 

This very ingenious and attract- 
ive display has caused a great deal 
of comment in Denver and is one 
more step in the development of 
electric advertising. The Denver 
Post published a descriptive article 
the morning after the sign was first 
lighted with the heading— "Electric 
Signs Sing in Denver.” 





for rooms the opening day. 





Reserve your hotel accommodations now for the 
N.E.L.A. Convention. There will be 3000 people looking 




















Selling Electricity April, 1910 








A Dollar Idea 


Wm. P. Guinan, Solicitor 
The Empire District Electric Co., Joplin, Mo. 


Eases members of the New Business Department of this com- 
.pany are requested to assist in furnishing ideas and sugges- 
tions pertaining to our window display. Watching some workmen 
one day removing an old system of gas lighting which I had dis- 
placed with 100-watt tungsten lamps suggested this novel trim. 


ae 
THISISWHATTHE 4 
TUNCSTENLAMPIS 
COINC TOOTHER | 


We piled in a heap in the center of the window a broken up 
assortment of different systems of illumination which the tungsten 
lamp is putting out of commission and suspended over this, a card 
reading :— 

“This Is What The Tungsten Lamp Is Doing 
To Other Forms of Illumination.” 
“In The Scrap Pile.” 

A row of 100-watt tungstens with focusing reflectors provided 
the illumination. This display resulted in a large number of in- 
quiries concerning the tungsten lamp. 








Besides the regular program at St. Louis there will 
be addresses on Commercial Day by the biggest men in 
the industry. 























to take the “‘teube”’ to Baker street 

and forgetting Sherlock Holmes 
for the moment, search for that new- 
er and greater light of St. Maryle- 
bone, A. Hugh Seabrook. You will 
find him at 20 York Place, the only 
difficulty being to discover just 
where Baker street ends and York 
Place begins. 

The central station at St. Maryle- 
bone is municipally owned and is 
supposed to be municipally operated. 
It is not, unless Seabrook can para- 
phrase “Louis the Quince,” and say 
“La ville, c’est moi!” All evidence, 
such as council minutes, manager’s 
reports, etc., to the contrary, Sea- 
brook runs the plant. He is the 
grand panjandum, the great “I am” 
—and doesn’t show it. He neither 
looks nor acts the part—perhaps be- 
cause he’s English. 

Seabrook is said to be the posses- 
sor of the original seven league 
boots. Be that as it may, in one pro- 
digious bound he leaped from the 
squalor and grime and never-stop- 
ping wheels of London’s East End— 
though they call it West Ham—to 
the most aristocratic of West End 
boroughs, where homes of Lord This 
and Sir That cover as much ground 
as the biggest factories in West 
Ham, and the only whirring wheels 
are those of the aristocratic motor 
car. 

Most British managers are con- 
tent to generate current—Seabrook 
is not. He generates new business; 


|: you ever go to London be sure 


Lighting London’s Lords 


By GLENN MARSTON 


and it is his ability to make people 
need — not want, mind — electricity, 
which is responsible for his reputa- 
tion and his desertion of plebeian 
West Ham for the softer, yet harder, 
reaches of the parish of Mary-the- 
Good. 

Seabrook’s first principle is not 
that of creating a desire for some- 
thing new or better. He goes beyond 
that. When he sets out to get a new 
customer he shows that the customer 
must have electricity—and the same 
success attends his efforts in the fac- 
tories of West Ham, the docks of Sal- 
ford, and the mansions of Maryle- 
bone. 

When I was in London, Seabrook 
had only started on his work in St. 
Marylebone, but the results were al- 
ready beginning to show. The lead- 
ing technical papers, both American 
and British, are subscribed for on be- 
half of every canvasser, and when 
anything particularly applicable to 
the local station appears it is reprint- 
ed and distributed among all the em- 
ployees of the electric department. 
It is Mr. Seabrook’s intention to 
keep the number of canvassers as 
high as eighteen or twenty, serving 
a population of 153,000. 

It is his idea to assimilate the ideas 
of everybody else, and, in putting 
them into practice, to do it just a lit- 
tle better than anybody else. He 
considers every householder as a 
possible consumer, and his cam- 
paigning is of the nature of a house- 
to-house canvass. The Borough is 
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divided into districts, to each of 
which one canvasser is assigned with 
a reserve force of specialists who at- 
tend to such matters as refrigeration, 
electro-medical apparatus, 
throughout the borough. 
Seabrook believes in the centrali- 
zation of every detail of the custom- 
er’s connection 


ett, 


with electricity. 
Therefore he carries on a very active 
selling campaign with appliances of 
all sorts, and does not trust the out- 
side contractor with any part of his 
work. The contractor, in Seabrook’s 
mind, is an unnecessary and unmiti- 
gated evil. All of the contracting, 
wiring and supply business done by 
the Borough is done at a profit, in 
some cases very high, the money 
thus earned being used in advertis- 
ing. Advertisements are always car- 
ried in the local papers, and _ bill- 
boards are widely used, though none 
are illuminated. 

The first move made by Seabrook 
when he went to St. Marylebone was 
a radical revision of rates. The new 
rates are based on the maximum de- 
mand system, and have been chris- 
tened the “‘telephone system,” be- 
cause they are analogous to the rate 
system employed by the telephone 
company in Great Britain. The tele- 
phone company charges a fixed price 
of about $30.00 per year for an in- 
strument, with a charge of 2 cents 
per call. 

If a consumer’s maximum demand 
is Only one kilowatt he is charged a 
fixed rate of $70.00 per year plus a 
meter rate of 2 cents per kw. The 
fixed rate per kw. of maximum de- 
mand decreases as the demand in- 
creases, the price per kw. for a 200- 


kw. installation being only $22.50, 
plus the meter rate of 2 cents, which 
is constant regardless of the maxi- 
mum demand. 

The fixed charge is payable an- 
nually in advance, and therefore 
gives the station a huge sum for 
working capital (on which there is 
no interest charge), which makes our 
little meter deposits pale into noth- 
ingness. This system, it is estimated, 
will give the station a fund of at least 
$150,000, much of which will be used 
to finance sales of appliances on the 
installment basis, or, as it is called 
there, the “hire-purchase” plan. 

In order to care for the less pros- 
perous consumer (who is a negligi- 
ble quantity in St. Marylebone), Sea- 
brook says: “If it is inconvenient for 
a consumer to pay annually in ad- 
vance, or to enter into a long period 
contract, the ‘kw. charge’ will be ac- 
cordingly increased, taking into con- 
sideration the directions in which 
the consumer cannot meet our condi- 
tions.” 

A special rate is made for cooking 
and heating, the price ranging from 
$5.00 for demand under 1 kw. to 
$2.10 per kw. for 5 kw. of maximum 
demand, the same meter charge, 2 
cents, holding as in all cases. This 
low charge for cooking and heating 
is good only when all the lighting 
on the premises is done with the cen- 
tral station’s current, and the maxi- 
mum demand of the heating appara- 
tus is figured at its combined rated 
capacity, so that there is no necessity 
of duplicate services. 

A unique feature of the practical 
application of the maximum demand 
system is a ruling by Seabrook that 
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customers may exceed their ordinary 
maximum demand once a month. On 
giving 24 hours notice to the station 
a man will be sent to cut out the de- 
mand meter for a single night, but 
this privilege is permitted only 12 
times a year. In a district where 
large entertainments are not unus- 
ual, and where a consumer will oc- 
casionally—but only occasionally— 
want every light in his house going it 
is obviously unfair to charge him for 
a whole year’s demand to cover these 
infrequent drafts on the lighting sys- 
tem. Hence the ruling, which is one 
of the most efficient promoters of 
good will inaugurated by the new 
management. 

While all the business is of a resi- 
dential nature, it is not of the sort 
with which the average American 
station has to contend. Practically 
the smallest bills for houses come to 
$50.00 per year, while flats are ex- 
pected to bring in no less than $25.00 
per year. 

The central station does all wiring, 
contracting, etc. If a consumer 
wants to hire his installation, the 
rental is added to the maximum de- 
mand charge, and if the installation 
is to be maintained by the station a 
still further charge is added, the in- 
variable rule being “pay in advance.” 

For a day load St. Marylebone 
promises as little as any community 
could possibly promise. There are 
hardly a dozen industrial institutions 
in the borough. Seabrook expects to 
make a big business, however, out of 
refrigerating plants in the large 
houses. He is also working toward 


securing electric motor installations 
in grocer’s stores and markets. As 
there are a number of hospitals, both 
public and private, on the lines of 
the station, a specialist has been em- 
ployed to look after the installation 
of electro-medical apparatus. 

The pay of canvassers is good for 
England, though it might not seem 
so to Americans. All canvassers 
work on salary and commission, and 
a moderately good canvasser gets, 
after two years’ work, $1,000 a year 
or more. All canvassers in the em- 
ploy of the station are required to 
take a course in salesmanship, either 
by correspondence or at night school. 
Weekly meetings are held at which 
representatives of large manufactur- 
ers are asked to speak on various 
phases of salesmanship in the electri- 
cal field. 

The greatest difficulty against 
which Seabrook has to contend is 
the hostility of the contractors. They 
do not fight their case on a fair and 
square basis, but try to take advan- 
tage of the general prejudice against 
municipal trading now prevalent in 
England. The real problem is one of 
whether the central station should do 
contracting or not, but the contrac- 
tors ask,“Shall we have municipal 
contractors or not?” Incidentally, 
Seabrook, the best municipal manager 
in England, does not believe in muni- 
cipal ownership—and the way he 
runs his plant shows why. His coun- 
cil is convinced that he knows more 
about the business than any of its 
members do. 













































































































































































































































Selling Electricity April, 1910 








A Dollar Idea 


C. P, Gallagher, New Business Manager 
Auburn Light, Heat & Power Co., Auburn, N. Y. 


O give a further stimulus to electric advertising, we recently 
interviewed all the merchants on the principal streets in the 
business portion of our 
city whose store fronts 
are built with a wood 
base, or panel board di- 
rectly underneath the 
plate glass show win- 
dow. We explained to 
them how they could 
remove the wood panel, 
insert an ordinary win- 
dow glass of dimen- 
sions that vary from 
8” x 24” up to 12” x 36” 
and have these painted with some suitable ad, or the firm name, 
installing a 16-cp. lamp directly back of each panel. This opens up 
another avenue for additional revenue with practically no expense 
for connection, and the merchant is more than pleased to get this 
valuable advertising space at such a nominal cost. The accom- 
panying photograph shows the daylight effect and the signs show 
up very well at night. 


A Dollar Idea 


J. C. Mow, Jr., 
Western Electric Co., Dallas, Texas 





NE of the most prominent central stations in Texas has a clever 

method of advertising sewing machine motors. They have a 
sewing machine in their show window with a motor connected up 
and running, and an endless piece of cloth, about four inches wide 
and eight feet long, runs through the machine with these words 
stenciled on it: ELECTRIC SEWING MACHINE MOTOR. 
COST TO RUN IS A HALF CENT AN HOUR. FITS ANY 
MACHINE. 

These letters are about an inch high and run vertically up the 
length of the cloth. This moving, self-spelling advertisement makes 
a good display, and attracts considerable attention. It has been 
the direct means of placing a number of sewing machine motors. 






















about 6,000 electric pleasure 

automobiles produced in this 
country in the present year. Figur- 
ing conservatively on a basis of a 
three-cent rate, these vehicles can 
be expected to effect a total revenue 
to central stations aggregating in 
the neighborhood of $400,000.00. In 
addition to this there are some- 
where around 15,000 electric ma- 
chines already in service, which 
should mean an annual income to 
the central stations of this country 
of over $1,500,000.00. 

Revenue from vehicle charging is 
[becoming a factor in the central station 
sales problem, and should not be disre- 
garded. The lighting company can 
well afford to make a special rate 
that will attract and encourage this 
class of business, for the charging 
of electric machines in most cases 
takes place after ten o’clock at night, 
when, of course, the cost of manu- 
facturing the power is at its lowest 
point and the effect on the station 
load factor most welcome. 

As a manufacturer, I have in sev- 
eral cases acted as intermediary be- 
tween central station and garage, 
and arranged for special rates for 
charging service that has worked 
out most satisfactorily. These gar- 
ages have an alternating current 
supply, and are equipped with both 
mercury arc rectifiers and motor 
generator sets. The rectifiers are 


[ ALL probability there will be 


The Electric Vehicle Problem 


It Rests With the Central Station to Hasten Its Popularity 


By F. J. Newman, Memper A.I.E. E, 


operated only throughout the day 
and an all day rate applies. The 
motor-generator outfit is covered by 
a special off-peak contract and does 
not start up before 10 o’clock at 
night. “ 

The matter of time switching was 
discussed in all its phases, but we 
concluded that there was no neces- 
sity for this precaution, inasmuch 
as the patrol switch on the outside 
of the building will be enough pro- 
tection to the central station in case 
the garage should not abide by the 
contract. There need be little fear 
of this, however, for no garage can 
afford to violate its agreement and 
risk an open break with the power 
house. Loss of power would mean 
the ruination of the business. 

The central station should thor- 
oughly understand the science of 
battery charging and its application 
to the practical maintenance of the 
electric automobile. The popular- 
ity of electrics in a city can be seri- 
ously jeopardized by unskilful and 
inefficient battery charging, and it 
is to their interests to instruct the 
garage men and insure the best pos- 
sible service to owners of these vehi- 
cles. 

We find the greatest trouble with 
storage batteries today to be due to 
under charging. Years ago when 
garages were not doing as large a 
business as they enjoy today and 
were not open all night, there was 
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considerable trouble due to over- 
charging, because no attendant was 
on duty in the garage all night and 
the cars were left on charge for in- 
definite periods. At the present 
time, however, either because of a 
desire to save on the power bills or 
on account of a lack of switchboard 
capacity, the most frequent trouble 
is that not enough power is put into 
the battery and as a result the nega- 
tive plates are sulphated. A sul- 
phated plate means: loss in efficiency 
and at the same time a greater loss 
in mileage. 

Many garages try to anticipate 
the next day’s mileage and charge 
accordingly, beginning their anticipa- 
tion on practically an empty battery 
and thereby causing lack of efficiency 
through sulphating. If batteries were 
charged full each time it would cost 
them no more, because by keeping the 
efficiency of the battery up to a high 
mark, the loss in charging is decreased, 
while the ampere hours output or 
miles run would probably be no more. 

Manufacturers of electric vehicles 
and batteries use their utmost en- 
deavor to impress these facts on the 
minds of all purchasers, and all gar- 
age men, but it seems to be impossi- 
ble to control the situation all over 
the country ; and obviously they can 
not apply the same personal super- 


vision that the central station can 
provide. There should be some- 
body in each locality who is suf- 
ficiently familiar with the storage 
battery to post the garage man and 
owner, and insure the proper per- 
formance of the vehicles. This would 
materially help the sale of electric 
automobiles and, of course, the sale 
of vehicles means increasing sale of 
electric power. 

The battery when it first goes out 
gives good mileage, but as the plates 
become sulphated due to lack of 
proper charging, the mileage falls 
off very materially and instead of 
condemning that particular car and 
that particular battery, the user con- 
demns all electrics and all batteries. 
A little intelligent care on the other 
hand would maintain the mileage of 
the car and it would be a constant 
self-advertiser. 

The future of the electric automo- 
bile looks to the central station, as 
well as the manufacturer, and the in- 
terests of both are in common. The 
universal popularity of electric pleas- 
ure vehicles will be hastened or re- 
tarded, just as the garage man and 
owner is educated to the proper care 
of the battery, or as at present left 
largely to work out the problem in 
his own way. 








The National Electric Light Association has passed 
the 5000-member mark. That means opportunity for 
YOU at St. Louis. 

















The Portable Storage Battery and Its Field 


By JuLtian N. WALTON, STORAGE BATTERY AND ELECTRIC VEHICLE ExPERT, 


HE field for the small electric 
storage battery, better known, 
perhaps, as the “Portable Bat- 

tery,’ is so wide and embraces so 
many applications, that it is worthy 
of a more serious recognition from 
central stations, and deserves a cor- 
responding share of the advertising 
and sales appropriations which are 
devoted to the push- 

ing of current 

suming devices. Prob- 

ably the fact that little 
has been said of these 
the 
small battery is large- 


con- 


applications of 


ly because it is not 
permanently connect- 
ed to the companies’ 
meter; but as it 
invariably 


must 
return to 
some meter, after its 
periods of work, to 
have its re- 
plenished, it is to all 


energy 


effects a constant consumer. 

Perhaps the greatest use found 
for the small battery to-day is the 
ignition of gas automobile engines, 
where it is employed to produce the 
spark that ignites the charge of gas 
in the cylinders. To form an idea of 
the enormous number of these small 
batteries in use, we only have to con- 
sider that there are comparatively 
few of the gasoline cars which do not 
one of these sets, and 


carry even 


though it be the tendency of purchas- 
powered 


ers to specify high cars 


Epison Evectric ILLUMINATING CompANy, Brook yn, N. Y. 








Julian N. Walton 


equipped with complex and expen- 
sive magneto systems, these same 
cars are sooner or later equipped for 
dual ignition and a storage battery 
installed as an auxiliary. 

When the storage battery is em- 
ployed to supply power to the induc- 
tion coil, the desirable characteristic 
of the spark, the fat 
spark, gives it prefer- 
ence over the dry bat- 
tery, to say nothing of 


known as 


the added virtues of its 
reliability, sustained 


discharges and de- 
creased cost of main- 
tenance. It also 
serves as insurance 
against magneto 
break-downs and kin- 
dred The 


has 


troubles. 
storage battery 
the .same advantages 
for gasoline engine ig- 
nition in motor boats 
and stationary engines as in automo- 
biles, for it is reliable and gives a hot- 
ter spark, which means more power 
and speed. ‘The battery gives many 
other convenient advantages, such 
as a 6-cp lamp for examining the en- 
gine, looking into lockers, etc., which 
may be attached to the battery by a 
few feet of flexible lamp cord. 

The advent of the small low volt- 
age tungsten lamp has made electric- 
ity a serious competitor to carbide 
gas and oil for automobile and car- 
riage lighting, and the small battery 
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is rapidly replacing the troublesome 
gas generator and gas tank. The 
following are some of the advantages 
the electric lamp has over either of 
them: 

Brightness—These tungsten bulbs 
give far more light than the oil burn- 
er and as much light as the gas flame. 

Cleanliness—The lamps always 
remain bright and require no polish- 
ing. 

Reliability — There is no fear of 
lamps blowing out and no danger of 
fire. 


Convenience—Lamps can be light- 


ed at any time by simply throwing a 
switch and no matches are required. 
lor enclosed cars, a dome light is 
provided as well as a lamp on flexible 
cord, for inspecting motor or fuel 
tank. 


Cheapness—They are far cheaper 


than gas toinstall. A gas tank costs 
$22.50 and lights two head lights 35 
hours with further expense of $1.50 
to $2.50 for recharge. A_ battery 


costs from $10.00 to $15.00, and 


lights two head lights, two side 
lights and the tail lamp for from 30 to 
40 hours. It costs 25c. to 50c. to re- 
charge. 

In addition to this there are num- 
erous other uses to which this small 
battery is being put, such as supply- 
ing power for phonographs, bells, 
burglar alarms, telegraph, tele- 
phones, sewing machines, vibrators, 
surgical instruments, dental motors 
and similar applications. 

The charging of these small bat- 
teries is extremely profitable as their 
current consuming qualities are very 
akin to the “big brother,” the vehicle 
battery. In fact, these small batter- 
ies are usually of lower ampere hour 
capacity and a less number of cells 
than a vehicle battery, due to the 
complete discharge, occasioned by 
the low rate at which they have to 
deliver their energy. This produces 
such complete sulphation that they 
require more energy than the vehicle 
battery to recharge. 

The illustrations on page 163 show 
the equipment in Brooklyn 
garages used charging these 
small batteries; one the bench on 
which batteries stand while being 
charged, and the other, the charging 
outlets. 


two 
for 


The circuit is provided in 
this instance from a suitable rheostat 
to give five amperes with a range of 
As this 
garage charges an average of 10 bat- 
teries per day for which the revenue 
is 50c. apiece or $5.00 for the 10, it is 
seen at a glance that the business is 


from 3 to 44 cells in series. 


highly profitable to the garage own- 
er. ‘These outlets in public garages 
are seldom idle, as there are gener- 


ally batteries coming in to be 
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charged each day, and since any 
number of cells from 3 to 44 can be 
charged for the same current con- 
sumption, the batteries not actually 
required for service are usually left 
in circuit to receive an overcharge. 
As a result these simple little outlets 
often consume from 200 to 300 kwh. 
per month. 

There are also in Brooklyn as well 
as other cities having direct current 
supply, many private stables and res- 
idences equipped with these outlets. 
They are usually of 500 watts capac- 
ity and consume from 20 to 50 kwh. 
per month, depending on tiie number 
of batteries which the owner has to 
charge each month. Owing to the 
cxtreme simplicity of the apparatus 
required (it being simply a bank of 
10 50-watt lamps) it is seldom difficult 
to persuade the customer to’ provide 
this, as naturally he would rather 
do so than be bothered with taking 
his batteries to a public garage to be 
recharged. These outlets are placed 
on the lighting circuits, for, owing to 








the small amperage required, there 
can be no objection. 
On the basis of these figures, the 











Battery Charging Outlet in Brooklyn Garage 


central station cannot deny’ that. this 
is a desirable class of business, to 
the development of which some little 
effort should be put forth inasmuch 


as it requires no additional invest- 








Bench in Brooklyn Garage Where Portable Batteries Are Charged 
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ment on the part of the company. 
Moreover, if the current salesman 
with these 
facts and go after this business, he 
will find a 


will acquaint himself 


great many instances 
where current may be sold for charg- 


ing batteries to be used ata point 


away from the companies’ mains 
and meters. 

The battery itself, with a little 
care, will do its work well, and with 
a few simple instructions to the own- 
er, and a duplicate battery, a con- 
stant supply of electricity is assured. 





A Dollar Idea 


L. A. Pettit, Jr., General Manager 
The Middletown Lighting Co., Middletown, Ohio 


E made a rather notable installation of tungsten lamps re- 
cently in one of the clothing stores of our city. As an adver- 

tising scheme, we had photographs taken of the illuminated interior 
before and after the tungstens were installed, and post-cards were 


made’ from the photos with wording as shown in the accompanying 
cut. ‘These were mailed:-to the principal merchants of the city just 
as\the gas company was beginning a new business campaign. To 
our knowledge they have installed just four gas arcs in over thirty 
days and we are confident that their lack of greater success is due 
to |this little card. 














The New England N. E. L. A. Convention 


HE initial convention of the 

New England Section of the 

National Electric Light As- 
sociation was held at the American 
House in Boston on March 16 and 
17, under the guidance of the follow- 
ing executive: 

President, S. Fred Smith, Salem 
Electric Lighting Co., Salem, Mass. 
Davidson, 
Consolidated Lighting Co., Mont- 
pelier, Vt. 

Secretary and Treasurer, C. H. 
Hodskinson, Edison Electric Illum- 
inating Co., Boston, Mass. 

Assistant Secretary, L. D. Gibbs, 
Edison Electric Illuminating Co., 
Boston, Mass. 

That the opening attendance num- 
bered 200 members and guests and 
the total registration stood at 455 
speaks well for the success of the 
meeting; also the membership was 
increased by more than 100 names 
during the 


Vice-President, J. E. 


and now 
reaches a total of nearly 700. A 
notable feature of this convention 
which perhaps contributed as much 
to its success as any one thing was 


convention, 


the small number of papers pre- 
sented and the large amount of dis- 
cussion which resulted. 

Sessions were held on Wednesday 
morning, and on Thursday morning, 
afternoon and evening, and the fol- 
lowing papers were presented: 

“Attitude of Central Stations to- 
ward Electric Automobiles,” by J. 
T. Hutchings, General Manager of 
the Rochester Railway & Light 
Company, Rochester, N. Y. 


“Insurance from the Engineer’s 
Standpoint,” by W. H. Blood, Jr., 
of the Stone & Webster Corporation, 
Boston, Mass. 

“Loading up Existing Mains,” by 
E. R. Davenport of the Narragaz 
sett Lighting 
Providence, R. I. 

“Price of Electricity,” by R. S. 
Hale of the 
Boston, Mass. 


Electric Company, 


Boston Edison Com- 


pany, 


James E. Davidson 

Elected President of the New England Section, National 

Electric Light Association, at the Boston Convention 

Mr. Hale’s paper was read by Mr. 
L. D. Gibbs, of the Boston Edison 
Co., and followed a banquet attended 
by nearly 250 members 

Mr. Blood, in his paper, dwelt on 
the necessity of adequate insurance 
as a protection against the interrup- 
tion of service and its attendant evils, 
and advocated the insuring of central 
station regular in- 
instead of the 
central station carrying its own in- 
surance fund. 


with 
companies 


property 
surance 
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An abstract of Mr. Hale’s paper ap- 
Abstracts of Mr. 
Mr. Davenport's 
papers will be published next month. 

In each case the reading of the 


pears in this issue. 


Hutchings’s and 


paper was followed by keen and en- 
thusiastic discussion which brought 
out a large amount of most interest- 
ing and valuable information 
President Frank W. Frueauff and 
Executive Secretary T. Commerford 
Martin of National 
Light Association were in attend- 


the Electric 
ance and addressed the convention, 
reporting 4800 members of the na- 
tional body. Among the social fea- 
tures were a theatre party and a 
banquet. 

The following officers were elected 
for the coming year: 

President, Mr. James E. Davidson, 
Montpelier, Vt. 

Vice-President Mr. Alex. J. 
bell, New London, Conn. 


Camp- 


Secretary and Treasurer, L. D. 


Gibbs, Boston, Mass. 


Executive Committee, J. A. Fleet, 
Portland, Me.; J. S. Whitaker, Ports- 
mouth, N. H.: H. T 
Mass.; R. W. 


Conn.; F. 


. Sands, Malden, 
Rollins, Hartford, 
H. Parker, Burlington, Vt.; 
A. B. Lisle, Providence, R. I. 

The New England Section has 
opened a permanent headquarters 


with a permanent assistant secretary 
in charge, located at 39 Boylston 
Street, Boston. 


Greatly to the surprise of his friends, 
President Davidson, since his election, 
has been forced to resign from the New 
England Section as he will remove to 
the May Ist. Mr. 
Davidson has also resigned as Presi- 


northwest on 


dent and General Manager of the 
Consolidated Lighting Company and 
the Vermont Power and Lighting Co. 
of Montpelier, Vt., and as President of 
the Vermont Electrical Association, 
and accepts a position with the Ameri- 
can Light & Power Co. of New York 
City, to 
their 


supervise the operation of 
numerous electric light and 
power properties in Oregon, Washing- 
ton and other Pacific states. 


Alex. J. Campbell 


Elected President of the New England Section, N.E.L.A., 
to succeed Mr. Davidson, resigned 


Ata meeting of the Executive Com- 
mittee of the New England Section 
held on March 3lst, the following 
elections were made to fill the vacan- 
cies caused by Mr. Davidson’s resig- 
nation: 

President, Alex. J. Campbell, New 
London Gas & Electric Co., New 
London, Conn. 

Vice-President, H. T. Sands, Mal- 
den Electric Co., Malden. Mass. 
Executive Committee 
for Massachusetts: C. H. Hodskinson, 
Edison Elec. Illg. Co. of Boston. 


Member of 





The Price of Electricity 


By R. S. HALE, GENERAL SUPERINTENDEN1 
SALES DEPARTMENT, Boston EpIson CoMPANY 


Abstract of Paper Read before the Convention of the New England Section of the National 


Electric Light Association, 
HE total cost of supplying 
service is, of course, the same 
When I 


say that the total cost corresponds 


as the gross income. 


to the gross income, I am assuming 
that a fair dividend on the stock is 
really a part of the cost. Of course, 
if there is a deficit after paying a 
fair dividend, or if there is a larger 
surplus than is necessary 
for a proper reserve, then 
the gross income is less 
the ‘total 
cost, but in most well run 


or more than 
companies, the gross in- 
come and the total costs 
are substantially the 
same. 

The 


total cost is simple. 


the 
It is 
merely a question of add- 


question of 


ing together the costs of 
the different departments 
and of the 
charges, reasonable dividends, etc. 


various taxes, fixed 

The question of the total of the 
prices is, likewise, simple, because 
the total of the prices must be the 
total of the costs. 

The really difficult question is 
the proportioning the part of the 
total costs to be borne by each dif- 
ferent customer, or class of custom- 
ers. 

Now, how is the $2,700,000 which 
it cost the Boston Edison Com- 
pany in 1904, or the $4,100,000 
which it cost it in 1909, to be 


3oston, Mass., March 16 and 17, 1910 


divided up among its customers. 

If we divide the total income by 
the total number of customers we 
find that the average income was 
about $200 per customer in 1904, or 
$160 in 1909. 

If we divide the gross income by 
the total number of lamps or their 
equivalent, we find the cost was 

about $3 per lamp in 

1904, or $2.25 in 1909. 
If we divide the gross 
the total 
kilowatt 
find that the 
about 
per kilowatt 
1904, or about 
kilowatt 


income by 
number of 
hours, we 
average cost was 
10 cents 
hour in 
6’ cents per 
hour in 1909. 

W hile the 


average costs or average 


these are 

prices per customer, per 
lamp, or per kilowatt hour, it is per- 
fectly clear that we cannot depend 
solely on averages in any particular 
case any more than we, ourselves, 
would be satisfied to have the total 
pay-rolls of our various companies 
divided by the total number of em- 
that employee 
should be paid exactly the same 
salary. 


ployees so each 


The average cost per cus- 
tomer of the Boston Edison Com- 
pany is between $150 and $200 each, 
but some customers cost very much 
more and much less. 


some very 


The average cost per lamp is be- 
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tween $2 and $3, but some lamps 


cost much more and much 
The average cost per kilowatt 
hour is from 6 cents to 10 cents, but 
kilowatt 
cents, 20 


cents 


some 


less. 


cost us 15 
30 cents, and 50 
each, and some cost hardly 
than 


some hours 


cents, 


one-half cent each. It 
is obvious that we cannot make the 


more 


same charge either per customer, 
or per lamp, or per kilowatt hour, 
and before considering the amount, 
we may ask whether there is any 
theory that determines on which 
items the charge shall. be based. 

The four most important princi- 
ples that are used in making prices 
are: 

First:—That the customer who 
uses the investment a long time is 
much cheaper to supply, and is en- 
titled to a better rate than the cus- 
tomer who uses the investment only 
a short time. 

Second :—That a large customer 
who does not require any large ex- 
penditure for distribution in  pro- 
portion to the amount of service 
rendered, can be supplied at a very 
much lower rate than small cus- 
tomers who require a very large 
distribution expense. 

Third :—The third is in one sense 
an extension of the first principle, 
in that a customer who uses the ser- 
vice for power, even if the individ- 
ual customer uses the investment a 
short time, produces the same re- 
sult on the station and, to a certain 
extent, on the distribution system, 
as though he used the investment a 
long time, and can, therefore, be 
supplied more cheaply than if the 
current is used for light. 


Fourth :—That there are a large 
number of expenses which cannot 
and ascribed to 


be classified any 


particular customer, or class of 
business, but must be paid some- 
distribution of 


these unclassified expenses, we are 


how. By proper 
enabled to smooth out our prices 
and rates and make them far more 
simple than we would otherwise 
have to do, and make them 
more uniform as between individual 
customers. 


also 


While our rates may seem on the 


face of them complex, yet the only 


reason that they seem complex is 
because they are so simple that 
we can make at least an attempt to 
show the principles on which they 
are worked out. 

Our system is not as complicated 
as the United States Postal System, 
if one should attempt to explain the 
reasons why first-class rates should 
be exactly thirty-two times as much 
as second-class, etc. 

It is not as complicated as the 
Boston water rates. 

It is not as complicated as tele- 
phone rates. 

It is not as complicated as rail- 
road rates and classification. 

Before anyone calls Boston Edi- 
son prices for electricity complicat- 
ed, I will ask him to name an arti- 
cle that is sold, both wholesale and 
and retail in qualities whose costs 
vary by several hundred per cent, 
an article that the customer may 
take delivery of at any time, and in 
any amount 
whose price 


he wishes, an article 
is made so that the 
price will stand for several years 
without increase, and whose price is 
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not far more complicated than Bos- 
ton Edison price for electricity. 
Before you call Boston prices 
complicated, I would ask any other 
electric company to give all its 
Our rates are six in num- 
ber: viz., short term and long term, 


rates. 


power and street lighting, and two 


more rates for long-term agree- 
They are printed on six 
small pages and cover business 
from $1 to $5,000 per month. No 


special rates are being made, or will 


ments. 


be made. Other companies have 
published rates far longer and more 
complicated than ours, and none as 
short or as simple except compan- 
ies that have not published all their 


rates. A rate book is complete if 


it gives all the rates that will be 
used for new business and for ex- 
isting business when existing con- 
tracts expire. 

We have simplified our prices a 
good deal in the last few years, and 
in some directions we hope to sim- 
plify them more later, but if we 
made our prices too simple they 
would be unfair, just as a hotel’s 
prices would be unfair if it charged 
the same price for a boiled egg and 
a porterhouse steak. A simple arti- 
cle like copper can have a simple 
price, but a complicated service like 
a railroad or hotel or electric ser- 
vice must have some complications 
in order that the price may be as 
fair. 





A Dollar Idea ae 


William M. Lewis, Manager 
Rockville Gas & Elec. Co., Rockville, Conn. 


LECTURE to be successful must feature some man of general 

reputation as the lecturer, or at least the subject must be one 
that strikes the popular fancy, in order to insure a full house. 
Therefore, when we decided to give a lecture in Rockville, on the 
subject, “How to Obtain Better Results in Illumination without 
Additional Cost,” we realized it would probably not prove a strong 
attraction and the question arose—How can we bring the people 
out? 

We finally decided to combine the lecture with a musicale and 
enlisted the co-operation of local talent both vocal and instru- 
mental. We had the hall filled and a peculiar thing in connection 
with the entire affair was that we had more people in the hall when 
Mr. H. C. Jones of the Holophane Company gave his talk than we 
had when the musicale began. 














THumination Intensities and Qualities for 
Department Store Lighting 


By ALBERT JACKSON MARSHALL 


T has been a theory of mine for 
some time that to properly 
light a department store, pro- 

vision should be made to adapt the 
intensities and qualities of light in 
the various departments to the class 
of goods displayed. This, of course, 
should be effected, in so far as pos- 
sible, with a uniform system of il- 
luminants and accessor- 

both on 
of the 
appearance 
greater 


ies, account 
aesthetic 
ands for 
economy 


more 


and 
facility of maintenance. 

Heretofore depart- 
ment stores have gen- 
erally been lighted by 
some one kind of illum- 
inant operating on the 
same voltage through- 
out the store, and with 
practically no reference 
to the different charac- 
ters of the goods to be 
shown. Without any 
considerable know- 
ledge of the subject of 
lighting a department store, how- 
ever, it is easy to understand that a 
light which would show off carpets 
and rugs to the best advantage, 
would not do justice to cut glass and 
diamonds, because, generally speak- 
ing, it is desirable to display carpets 
and rugs under illuminants rich in 
yellow and red rays, while with cut 
glass and diamonds an abundance of 


blue rays produces a better “atmos- 
phere.” 


Albert Jackson Marshall 


[ have recently been engaged in 
designing the illumination for a large 
department store and from my fig- 
ures and experiments I am led to feel 
that very satisfactory lighting effects 
of different intensities and qualities 
may be produced by the Mazda 
lamp operating on different voltages. 
or instance, in the cut glass depart- 
we could use a 
Mazda lamp of about 
115 volts on a 120-volt 
circuit, causing the 
lamp to burn at a 
higher temperature and 
thereby 


ment 


producing a 
closer approacli to day- 
light than 


would be obtained with 


conditions 


a lamp burning on nor- 
mal voltage. In the 
carpet and rug depart- 
ment a lamp rated at 
about 125 volts and 
operating on the same 
line voltage of 120, 
would produce a qual- 
ity of light richer in 
yellows than if the 
lamp was operating on normal vol- 
tage. In such departments as restau- 
rant, furniture, hardware and the like, 
lamps operating on line voltage could 
be installed, while burning Mazda 
lamps below line would be advan- 
tageous, not only in cut glass depart- 
ments, but 


the reds and 


likewise where delicate 


silks and cloths were displayed. 
The have 


lately issued data showing the per- 


lamp manufacturers 
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formance of different sizes of Mazda 
lamps when burned at other than 
their rated voltage. The gist of this 
is shown in the accompanying table 
and it will be seen that though with 
the bottom voltage the efficiency 
of the lamp is impaired, yet through 
the longer life enjoyed, and by rea- 
son of other departments operating 
at top voltage, the general average 
will prevail. 

This is no more than a suggestion, 
for I have not yet completed my in- 
vestigations, as the many applications 
of light under varied conditions de- 
mand a large amount of study. I 
believe, however, that the idea will be 


not without interest to those men who 
are designing department store instal- 


TUNGSTEN REGULAR MULTIPLE LAMPS 
FOR 100-125 VoLts 


At Top Volt. Middle Volt. | Bottom Volt. 
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25 watt 1.33, 18.8.1000 1.39, 17.4/1300 1.45, 16.1 1700 
40 watt 1.25 32.0 1000 1.30} 29.9/1300 1.35' 28.0 1700 
60 watt 1.20 50.0 1000 1.25) 46.5|1300 1.30 43.5 1700 
100 watt 1,15 87.0 800 1.20) 80.8/1000 1.25 75.2 1300 
180 watt 1.15 130.3 800 1.20) 121.11000 1.25 112.8 1300 
250 watt 1.10 227.3 800 1.15| 210.0 1000 1.20) 195.0 1300 


lations and striving for higher illumin- 
ation standards. 





The G-M Portable Lamp 

This new _ portable reading: lamp is 
designed to meet the requirements of 
scientific illumination. The perfection of 
the Mazda lamp has so greatly increased the 
intrinsic brilliancy of the light source that 
bare lamps in a portable of this type are 
offensively prominent. In the G-M lamp 
the bulbs are shielded by a diffusing and re- 
directing medium which gives a soft, even 
illumination without excessive absorption 
of the light. Furthermore the relative posi- 
tions of the diffusing hemisphere and the 
art dome are such that a wide reading zone 
of uninterrupted illumination is obtained 
with its maximum intensity fixed by the 
height of the base of column in the most de- 
sirable direction for reading near an ordi- 
nary library table. 

A regulating switch in the base of the G- 
M lamp permits the light to be diminished or 
raised at will, thereby obtaining the most 
desirable intensities by increasing the econ- 


Electrical Progress Department 





omy of operation. .\\ licn turned low a soft 
toned illumination is obtained, which as 
modified by the art dome adapts itself to the 
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most elegant environment—when the switch 
is moved to the other position the superior 
white light of the Mazda lamp is available 
for reading. 


The equipment is shown in the above il- 
lustration and includes cord and 
plug for installing. The artistic design of 
the base and dome and the many “‘talking 
points’’ of the lamps should make it a ready 
seller for central station show rooms. It is 
manufactured by the Electric Motor and 
Equipment Co., Newark, N. J. 


flexible 





A Boston Show Window 

About three years ago, the Hanan Shoe 
Company which operates stores in several 
of the principal American cities undertook 
The first 
their Cleveland store 
and the result was so eminently satisfac- 
that refer to these 
amongst their business associates as the 


to improve its window lighting. 
installation was in 


tory they began to 
“best lighted shoe store windows in the 
United States.” Since then they have been 
gradually changing over their windows in 


sl ti 


other of their stores to this same system. 

Their show-windows on Washington 
Street, Boston, presented some unusual diffi- 
culties in that they are very irregular in 
outline, as may be noted from the diagram ; 
the ceilings are high, and the pannelling on 
ceilings and walls and the display fixtures 
are the dark, dull finish mahogany. The 
problem therefore was to get an even, gen- 





Windows Lighted by Wheeler Reflectors 
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eral illumination of sufficient brilliancy to 
display to advantage both black and tan- 
color shoes. 

The accompanying illustration shows how 
this has been accomplished with six No. 65 
Wheeler Mazda adjustable window reflec- 
tors and six 100-w. Mazda lamps in each 
window, and how thoroughly and evenly the 
display and even the rear parts of the win- 
dow are illuminated. The floor area is 54% 
and 58 square feet which will give a wattage 








Diagram of Hanan Windows 


consumption of 11 and 10.4 watts per square 
foot of floor space, respectively, and it can 
be readily appreciated that this installation 
stands out prominently along this well light- 
ed thoroughfare. 

This reflector (made by the Wheeler Re- 
flector Company of Boston) has been de- 
signed for window lighting with Mazda 
lamps and accommodates a 100-w. Mazda 
lamp fixed permanently in a pendant posi- 
tion. Depending on the nature of the dis- 
play the reflector may be adjusted to direct 


the maximum intensity to the floor at the 
front of the window or at the back wall, and 
the adjustment may be readily made to suit 
the requirements of each trim. 

Not the least desirable feature of this re- 
flector is its adaptability to any size Mazda 
lamp. With a heavy display of dark goods, 
100-w. lamps should be used, but when the 
display consists of white goods a lower can- 
dle-power unit will give equally as good an 
effect and the adjustable feature permits the 
use of 40, 60 or 100-w lamps as occasion may 
require. The proper position for this re- 
flector is with the centre of the outlet 9” 
from the glass—so as to admit of extreme 
adjustment—and spaced from 16” to 28” 
apart from centre to centre according to the 
height. Where the reflector comes down be- 
low the top of the glass, the upper part of 
the window may be painted or preferably a 
short curta‘n may hide the reflectors from 


‘ithe view of passersby, as is shown in the 


photograph of the Hanan installation. 


The Reynolds Electric Sign Flashers 

The Reynolds Electric Flasher Company 
of Chicago has recently perfected a new 
electric sign flasher which contains many 
novel features of simplicity and durability. 

Pioneers in this class of work, the en- 
gineers of the company have always recog- 
nized the necessity of correct mechanical 
design and last year they secured the serv- 
ices of a former superintendent and master 
mechanic of one of the largest clock fac- 
tories—a man of large and varied experi- 
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ence in the manufacture of electrical and 
mechanical apparatus. 

The new flasher is the result of his work. 
The switches are particularly strong and 
durable and operated positively by toothed 
The Reynolds Com- 


pany has always maintained that good 


wheels—not cams. 


copper switches without auxiliary compli- 
cations of carbon contacts, ete. will 
give the best service and the new flash- 
er is made on this principle. The large 
copper jaws are self-lubricating and of 
ample proportions to dissipate any heat 
caused by arcing. The worm gearing runs 
completely in oil and the make and break is 
done by roller teeth. All the movements 
are therefore made with a minimum of 
friction and wear requiring practically no 
attention and running for years without re- 
pairs. The parts are made interchange- 
able and their renewal requires no mechani- 
cal ability, so that repairs can be made at 
once in case of accident. 

No chain drives are employed, and if vari- 
ous speeds are required, the different ratios 
are obtained by accurately cut gears. Be- 
fore leaving the factory, the flashers are 
tested on a lamp board which duplicates 
the sign for which they are intended and 
final adjustment made before shipment. 
\s the flashers are built up at the factory 
from raw material—not simply assembled 
from purchased parts—improvements in de- 
sign can be more quickly adopted and the 
manufacturing cost kept down. 

The illustrations show a complete flasher 
and some details of construction. [ach 
flasher carries the maker’s guarantee of 
satisfactory service. 


Westinghouse Bell-Ringing Transformer 

The new bell-ringing transformer made 
hy the Westinghouse Electric and Manu 
facturing Company is designed to replace 
the battery equipment for electric bells, and 
annunciators at a price comparing favor- 
ably with that of the batteries and with 
creatly increased reliability. While the cost 
of operation is practically negligible it gives 
the central station solicitor an opportunity 
to relieve his customers of a fecund source 
of household worry—the “dead” battery— 


and brings the electric service one lap nearer 
to its goal, indispensability. 





The Philadelphia Company of Pittsburg, 
Pa., has thrown out its batteries and is 
equipping its entire building next to the 
Public Safety Building on Sixth Avenue 
with the Westinghouse bell-ringing trans- 
formers. 

Flat Rates Gaining in Favor 

Mr. J. Lawrence, director of the Therol 
Co. of London, Eng., who is now at 30 
Church St., New York states that he has 
been surprised at the interest taken by 
American central station men in the question 
of flatrates. The Therol system obtains a 
a 100 per cent load factor by heat storage in 
a cast iron block, 300 to 400 watts being 
used continuously for an ordinary dwell- 
ing and necessarily on a fixed charge per 
month basis. Mr. Lawrence says, ‘‘The 
prejudice against a uniform rate which I 
expected to meet in this country, if it ever 
existed, seems to have disappeared and | 
believe- this is largely: due-to the general 
introduction of the tungsten lamp. Our 
domestic apparatus can do all the lighting, 
hot water heating and cooking for a family 
at a much lower maximum demand when 
tungstens are used so that the high-effi- 
ciency lamp has benefited us in more ways 
than one.’’ 

Illuminated Llevator Threshold 

A very clever device is being introduced 
by the Illuminated Elevator Threshold Co. 
of St. Louis, consisting of a metal plate cor 
taining glass lenses, beneath which two 
bung-hole incandescent lamps are placed. 
The light shines through the lenses and 
serves to prevent tripping when entering the 
elevator. 













































Commercial Day at St. Louis 
Commercial Day promises to be a bigger 
feature of the 1910 National Electric Light 
Asso. Convention than in any previous year. 
The program committee has arranged for a 
series of papers which deal with larger as- 
pects of the commercial problem and the 
discussion w.ll bring out phases of new 
business department work not heretofore 
touched at these sessions. The program 
tentatively announced is as follows :— 
RESIDENCE LIGHTING........ H. J. Gille 
LATITUDE IN COMMERCIALISM.......... 
Ses e beer eee eee es Arthur S. Huey 
INDUSTRIAL LIGHTING WITH INCANDES- 
CENT AMS: 665 otc dieses eededas 
..J. D. Hoit, H. S. Hall, P. F. Bauder 
Orr-Paaw LOAD... 6 sis. R. S. Kelch 
Prompt EXECUTION OF ORDERS...... 
erry rare Clare N. Stannard 
A PLAN TO INTEREST NATIONAL ADVER- 
TISERS IN ELEcTRIC PUBLICITY...... 
sen Waray iar aaa mate Frank B. Rae, Jr. 
AverTISING. .C. W. Lee and H. K. Mohr 
ORNAMENTAL STREET LIGHTING...... 


Basil aa nae Re ae at E. L. Elliott 
COMMERCIAL DEPARTMENT ORGANIZA- 
WON 5 Se otk eS mek: T, I. Jones 


ELECTRIC AUTOMOBILES. . Hayden Eames 

In addition to the above it is possible that 
a paper on “The Effect of High Efficiency 
Lamps on Central Station Income” may be 
secured. 

While the plans of the committee are yet 
in a formative state, enough has been done 
to insure a most successful and instructive 
Commercial Day. The old idea that these 
sessions should be given over to nothing 
practically but papers and discussions on 
soliciting and advertising has given place 
to a new policy. The plan of this year’s 
program is much wider, tending to show 
that central station commercialism instead 
of being a mere side issue of the business 
is in reality of equal scope and importance 
with both public policy and engineering. 

Among the papers which will be present- 
ed, especial attention might be called to the 
one on “Industrial Lighting with Incandes- 
cent lamps,” which is being prepared by a 
committee of illuminating and commercial 


News and Reviews 


engineers of the National Electric Lamp As- 
sociation. This paper promises to be, in ef- 
fect, a text book on industrial lighting and 
will cover every phase of this important sub- 
ject. It will be very fully illustrated with 
views showing both good and bad methods 
and will contain not only specific instruc- 
tions as to how these installations should be 
made but will give the whys and wherefores. 

Mr. Arthur S. Huey’s paper on “Latitude 
in Commercialism” will also attract much 
attention. Mr. Huey as vice-president of 
H. M. Byllesby & Co., of Chicago, has had 
wide experience in supervising the manage- 
ments of plants controlled by his organiza- 


tion. His views upon the qualifications of 


a successful central station manager are 
radical, to say the least, as he considers the 
ability to understand or draft a franchise to 
be of quite as much importance as the ability 
to plan the enlargement of a power plant, 
and gives greater credit to the man who can 
“handle” a newspaper reporter than to the 
man who reduces the fuel costs. 

The papers on electric advertising, auto- 
mob‘les, and street lighting will bring these 
subjects down to date and show the latest 
successful practices in enlarging these de- 
partments of the business. 

The committee having charge of this 
year’s Commercial Program consists of: 
George Williams, Chairman, J. F. Becker, 
J. Robert Crouse, H. J. Gille, C. W. Hare, 
V. A. Henderson, Arthur S. Huey, Percy 
Ingalls, C. W. Lee, E. W. Lloyd, H. K. 
Mohr and Frank B. Rae, Jr., Secretary, 


S. B. Burroughs 


Mr. S. B. Burroughs, who for some years 
has been manager of the commercial depart- 
ment for the Connecticut Company, Water 
bury, Conn., has joined the staff of the Pub- 
lic Service Corporation of N. J. He will un 
dertake the developing of sign business 
throughout the entire territory of the Pub 
lic Service Corporation 

Mr. Burroughs is the brother-in-law of 
Mr. W. W. Freeman, vice-president of the 
Brooklyn Edison Company, and obtained his 
first experience in central station work in 
Brooklyn. 
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$1500 in Prizes for Rate Data 

Fifteen hundreds dollars in prize money 
has been offered by The Central Station De- 
velopment Co., of Cleveland, Ohio, for 21 
papers presenting the best solutions to the 
central station rate problem. These prizes 
will run: $500 for the first prize, $250 for 
the next two, $100 for the next three, $20 
for the next five and $10 for the next ten 
papers chosen. These contesting papers 
must be based on a paper entitled, “The Cost 
of Light,” by Mr. S. E. Doane, Chief En- 
gineer of the National Electric Lamp Asso- 
ciation, which was read before the Canadian 
Cop- 
ies of Mr. Doane’s paper will be furnished 


Electrical Light Association last year. 


to all who wish to enter the competition. 
Mr. Doane holds that rates should be 
computed upon a basis of fixed charges as 
well as kwh. consumed, the latter element 
to be scaled so low that the loss in lighting 
revenue occasioned by a replacement of car- 
bon lamps by high efficiency equipment 
would hardly exceed the reduction in sta- 
With such a rate the capacity 
released becomes at once available for se- 


tion costs. 


curing new consumers, who represent a 
large margin of profit, inasmuch as the old 
customers are already, in effect, paying one 
component of their rate. This would grad- 
ually permit of a reduction in the stated rate 


and result in a constant stimulation of the 


whose names will be made public on June 
Ist, preceding the close of the contest. 


Annual Dinner Brooklyn Edison Sales Department 
The Sales Department of the Edison Elec- 
tric Illuminating Co. of Brooklyn held their 
annual dinner on Saturday Evening, March 
19th, at the Hof Brau Haus, Brooklyn. 
About 50 covers were laid. Mr. T. I. Jones, 
General Sales Agent, acted as toast master, 
and the guests of the department were the 
officers of the company, each of whom de- 
livered an address. After the speeches a 
vaudeville program was presented. 


Conklin and Greenwich Join J. G. White & Co. 
Mr. L. H. Conklin, formerly general 
manager of the Scranton Electric Co., has 
joined the organization of J. G. White & Co., 
New York City, as an engineer in their 
operating department. Mr. C. A. Green- 
wich, formerly general manager of the 
Electrical Department of the Utica (N. Y.) 
Gas & Electric Co., has also been engaged by 
J. G. White & Co. to serve them in a like 
capacity. 
Doherty Company Takes Over Meridian, Miss. 
Henry L. Doherty & Co. of New York 
City have purchased the lighting and street 
railway properties of Meridian, Miss. It is 
announced that about $200,000 will be spent 
in needed improvements, and Mr. George 
Williams, commercial manager of the Doh- 


bl 
/ 
| 


market for current, through the apparent . 
erty interests, is now on the ground inaugu- 
rating a campaign for the development of 


In ad- 
dition to this, it would act as a protection to 


steady decrease in cost to consumer. 





the central station against such sudden in- 
roads on revenue as have been occasioned in 
the past by the introduction of current con- 
suming apparatus of higher efficiency. 

Only those directly connected with cen- 
tral stations or municipal plants will be 
eligible to compete for these prizes, and all 
contributions must be clearly written and 
comprehensive in their treatment of the sub- 
ject. The plan of rates must cover every 
application of central station service, com- 
pletly worked out, with such plans and il- 
lustrations as are necessary to present the 
proposition in a lucid manner. 

All competing papers must be submitted 
on or before June 15, 1910. The committee 
of award will be composed of five of the 
leading central station men of the country, 


new business. Mr. Charles Varney, former- 
ly a member of the new business depart- 
ment of the Lincoln (Nebr.) Gas & Electric 
Light Co., has been appointed new business 
manager of the Meridian Light & Railway 
Co. 

St. Louis Company Section, N. E. L. A. 

A company section of the N. E. L. A. has 
been organized among the employees of the 
Union Electric Light & Power Co., St. 
Louis. About 160 members are enrolled. 


WANTED-—A good, live solicitor with ambition, 
energy and experience. Communicate with Tus- 
carawas County Electric Light and Power Co., New 
Philadelphia, Ohio. 


WANTED—A Central Station serving a city of 
250,000 wants a salesman who can SELL. There isa 
big opportunity for a capable man. Write ex- 
perience and salary. Address, “‘Ability,’”’ care of 
Selling Electricity. 
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Ludwig A. Kemper 

Mr. Ludwig A. Kemper, who since 1905 
has been Manager of the Albert Lea 
(Minn.) Light & Power Co., has resigned 
from that company and joined the engineer- 
ing staff of the Fuel Engineering Co., Chi- 
cago, Ill. 

Professor Latta Instructing G. E. Men 

J. E. Latta, head of the electrical engi- 
neering department of the University of 
North Carolina, has resigned to take a posi- 
tion with the General Electric Company’s 
Lamp Works at Harrison. Mr. Latta has 
devoted much study to illumination and 
kindred subjects and besides his other work 
he will assist in the instruction of the spe- 
cial lamp experts being trained by the sales 
department. Mr. Latta is also giving three 
half-hour lectures per week during the noon 
hours to the factory employees on the ele- 
ments of commercial electrical illuminating 
engineering. 

Another Toronto Power Man 

Mr. Herman Akhurst, formerly of the 
Chattanooga (Tenn.) Electric Light and 
Power Co., has joined the Power Depart- 
ment of the Toronto Electric Light Co., 
Ltd. 

G. W. Barlow 

Mr. George W. Barlow, who has for some 
time headed the New Business Department 
of the Indiana & Michigan Electric Co., 
South Bend, Ind., has accepted a position 
with the General Electric Co. Sales Depart- 
ment and is connected with the Chicago 
office. 

40 Cents a Month Toaster 

The Commonwealth Edison Co. of Chica- 
go is advertising electric toasters for sale 
to its customers on the basis of $0.40 per 
month for twelve months. These installa- 
tions are to be added to each monthly light- 
ing bill. The toasters are being demonstra- 
ted during the day and evening at the Elec- 
trical Shop, where customers are requested 
to call. 

H. W. Hillman 

Mr. H. W. Hillman has tendered his res- 
ignation as manager of the Grand Rapids- 
Muskegon Power Co., Grand Rapids, Mich. 
with different chairman, only the secretary 


Co-operative Newspaper Ads. in Cleveland 


The Cleveland Electric Illuminating Co., 
Cleveland Ohio, has initiated a series of co- 
operative ads in the local papers, appearing 
in the form of a weekly full-page display. 
This page includes advertisements of va- 
rious manufacturers and dealers, as well as 
the central station, and about one-third of 
the space is given up to news items entitled 
“Sparks from the Electrical World.” 

The Central Station Development Co. 
have reprinted these displays and distrib- 
uted them among all the central stations, 
jobbers, dealers, contractors and leading 
newspapers throughout the country, believ- 
ing that they will have suggestive value. 

This recalls the newspaper campaign con- 
ducted in Buffalo a year ago or so under the 
guidance of the local headquarters of the 
Rejuvenated Sons of Jove. 


George B. Millard 


Mr. George B. Millard, formerly a mem- 
ber of the new business department of the 
Dayton Lighting Co., has been appointed 
manager of the Xenia Gas & Electric Co., 
Xenia, Ohio. 


The Model Laundry 


The Hurley Machine Co. of Chicago have 
opened a retail store at 31 E. Monroe St., 
Chicago, in which they have arranged a 
model electric laundry. Daily demonstra- 
tions are given from 9 A. M. to 6 P. M., to 
which the public is invited. 


Boston Edison Business Launches 


The Sales Department of the Edison Elec- 
tric Illuminating Co. of Boston has for 
some time held daily meetings at the close of 
the business day, for the dicussion of busi- 
ness details and the promotion of more 
friendly relations between the agents them- 
selves. These meetings have been produc- 
tive of much good, but it was decided that 
even better results could be obtained by 
having the men meet in groups of eight or 
ten with a chairman and secretary. Meet- 
ings are now held tri-weekly during the 
noon hour in some néarby restaurant, where 
a simple lunch is served and assignments are 
made so that different groups of men meet 
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holding over from one meeting to another. 
It is one of the duties of the chairman to 
arrange for one or two invited guests who 
may come from other departments of the 
Company or from some outside central sta- 
tion or manufacturer, and these guests take 
up questions in which all present are mutual- 
ly interested. 

At the invitation of Mr. James I. Ayer of 
the Simplex Electric Heating Co., several 
of these lunches have been held at the Sim- 
plex factory in Cambridge, after which the 
men inspected the plant and studied the pro- 
cess of manufacturing heating appliances. 


Day Current in Wooster 


The Wooster Electric Co., Wooster, Ohio, 
has inaugurated a 24-hour service. Two 
Westinghouse alternators of 250 and 75 kw. 
capacity have been installed to take care of 
the increased load, which is expected. 

Col. C. V. Hard, General Manager of the 
company, reports the prospects for day busi- 
ness very promising. 


Activity in Easton 

The Easton Gas & Electric Co. reports an 
increase of two men in their commercial de- 
partment. This makes a total of ten men. 

An interesting outgrowth of the famous 
Easton “Slogan” sign is a recent action on 
the part of the Phillipsburg, N. J., Board of 
Trade. Easton and Phillipsburg are rival 
cities on opposite sides of the Delaware riv- 
er, and after watching the success of the 
Easton “slogan” sign, it has been decided to 
employ the same method of advertising for 
Phillipsburg. 


Byllesby Publicity Department 


The rapid growth of H. M. Byllesby & 
Company, of Chicago, and the constantly in- 
creasing number of cities and towns in 
which it owns, operates and manages utility 
properties, has caused the company to open 
a department of publicity. The new depart- 
ment will handle both the commercial and 
educational advertising of the organization, 
and will be in charge of William H. Hodge. 
Mr. Hodge, formerly was managing editor 
of the monthly magazine, Public Service, 
and is a specialist in publicity work for 
utility companies. 


Minneapolis Electric Show 

The first Annual Electric Show of Min- 
neapolis was held under the auspices of the 
Northwestern Electric Show Association on 
March 26 to April 2nd The show was a 
great success, being very strongly supported 
by both exhibitors and public. 

The Armory of the Minneapolis National 
Guard proved a very effective setting for 
the varied display of electrical products and 
the decorations were of a very high order, 
arc glass domes, miniature incandescent 
lamps and searchlights being used to great 
advantage. 

The Minneapolis General Electric Co. 
was the largest exhibitor, and a feature of 
their section was a completely appointed 
four-room apartment, equipped with every 
known electrical home convenience. 


Fifth Avenue Window Illumination 


An interesting experiment in electric ad- 
vertising has been made by the Fifth Aven- 
ue Association, an organization of mer- 
chants along that celebrated New York City 
thoroughfare. For a period of three weeks, 
all the windows in the first and second sto- 
ries of their shops on both sides of the aven- 
ue between Thirty-eight and Thirty-ninth 
streets were brilliantly illuminated until 
half-past eleven o'clock each night. 

The Fifth Avenue Association for many 
months has been urging upon Fifth avenue 
merchants the necessity of combining and 
doing something to make the thoroughfare 
especially attractive at night. It was not 
until the Hudson-Fulton celebration brought 
vast crowds to Fifth Avenue at night, how- 
ever, that many of the merchants realized 
that they were standing in their own way by 
keeping their show windows dark when they 
were not open for business. 

The effect of the window illumination on 
the appearance of the street was remark- 
able and a large crowd of people was at- 
tracted. An actual count made on the first 
Monday evening showed that 1263 persons 
had passed a given point between the hours 
of eight and nine, as against 429 on the pre- 
vious Monday evening. Steps are being ta- 
ken to insure a permanent illumination of 
windows along the avenue. 
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Help Wanted? 


Q No Central Station will turn down the added 
revenue from electric signs, if it is offered them. 
Many are actively going out after it, and making 
money. Many more lack only the right man to 


send for the business, in order to add fifty signs to 
their load. 








@_Here’s where we can be of real service. We'll send one of our 
sign experts to your town,—a man who understands all phases of 
the sign business. He will know how to figure the proposition out 
in detail, and, better still, how to place the signs with local business 
men. 


@Start a movement to boom your town by installing Electric Signs. 
Get the local commercial interests in line. 


Just Write Us. 
Federal Electric Sign System 


(ELECTRIC) 


229-231 West Forty-second Street, New York 
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You can walk out with an 


—_— 9 ne (leaser 


on your little finger 
and SELL IT the day it arrives 


Weight 35 Ibs. Corie S88, 12 took 


t H. P. Holtzer-Cabot Motor. 
Indestructible Vulcanized Fibre Case, 
which is a non-conductor of electricity. 

Highest Effective Suction. 


Appeals alike to the Intelligent Housewife and the 
Discriminating Central Station Engineer 


Everson Mfg. Co., 34 Oliver St., Boston, Mass. 








** The Recognized Authority on Wiring and Construction”’ 


The 1910 Edition 


STANDARD WIRING 


For Electric Light and Power 
ADOPTED 
By the Fire Underwriters of the United States. 
on By Cornell University, Stanford University and other Tech- 
ST] ND nical Colleges and Schools. 
Een By over 190,000 Electrical Engineers, Central Station 
( Managers and Wiremen. 
BECAUSE 
It is the only book on Wiring and Construction kept 
strictly up to date. 


It contains all the necessary Tables, Rules, Formulas and 
Illustrations. 


It settles disputes, and if referred to before wiring will 
prevent disputes. 


Flexible Leather Cover (Pocket Size) $1.00 
Sent Postpaid on Receipt of Price by 


THE RAE COMPANY 
74 Cortlandt Street New York 
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The “IMPERIAL” 


A Portable Vacuum Cleaning Machine combining 
efficiency, practicability and economy. 
Can be attached to any electric light socket. 


= 


— 


NOW IS THE TIME 





> 











“The only High-Grade, Efficient Machine on 
the Market.” Guaranteed. A Dividend Payer for 
Central Stations. Growing concerns and responsible 
parties wanted as agents. Exclusive territory given. 
Send for Catalogue and particulars. 

Price, $100.00 Complete. 
EMPIRE VACUUM COMPANY, 
112 West 30th Street, New York. 

District Office: 702 Postal Telegraph Building 

Chicago, IIl. 














to sell the Simplex Toaster, new in 
design and highest in finish. ‘This 
Toaster will not only help you sell 
more current but will lead to com- 
plete cooking outfits. 

Built for daily use it is a most 
attractive addition to the table or 
sideboard. ‘This Toaster is not 
only clean, convenient, simple and 
durable, but it never fails to pro- 
duce crisp golden bread toasted 
right. 

This Toaster carries with it the 
Simplex guarantee which has behind 
it over fourteen years’ experience 
in electric heating. By installing 
Simplex Devices you will be sure of 
giving your customers satisfaction 
from the start. 


Write for booklet “‘ K.’’ 


SRPLEX-TLECRICHEATING 


Cambridge, Mass. 


Monadnock Block, Chicago 
612 Howard St., San Francisco 


= 
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Electric House Pumps 


Cellar Drainers and Pneumatic 
Water Systems 


For Homes or Large Buildings 


Write for Catalogue 


The Chicago Pump Co. 
1055 Fulton St. CHICAGO, ILL. 
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IF YOU ARE NOT A REGULAR Diamond Electric Co. 


SUBSCRIBER TO ELECTRIC HEATING ENGINEERS 
Binghamton. N. Y. 


Whe 
Selling DELCO Electrically Heated Devices 
Irons, Glue Pots, Stoves, Soldering Pots, 
& & 
Electricity 


Chafers, Soldering Irons, Broilers, 
Ovens, Griddles. 

have it sent to you person- 

ally—Do It Now! 


Just the copy you miss 
may have the very sugges- 


tion you are looking for 
/ RANGE “A” 
—Better Not Miss. 


Complete Electric Cooking Range. Weight. 75 lbs. 
Max. Current Consumption, 4,700 Watts. 









































BENJAMIN PLUG CLUSTERS 


CENTRAL STATION BUSINESS BUILDERS 


They are the Connecting Links Between the User of Electricity and His 


FAN 





FLATIRON-— a 
wo _ CURLINGIRON— x2 .... 
PORTABLE LAMP—  & 
SEWING MACHINE 


Does your customer want two lights where he has but one, or would he like to attach a Fan, 
Portable Lamp, Chafing Dish, Curling Iron, Flatiron, Motor-run Machine, and be able to burn a 
light at the same time ? Our Plug Cluster will give him two outlets where he has but one. It 
requires no wiring — just screws into the socket. 


Write for Descriptive Circular and Discounts, 
BENJAMIN ELECTRIC MFG. CO. 


NEW YORK CHICAGO SAN FRANCISCO 
27 Thames Street 507 West Jackson Blvd. 151 New Montgomery Street 
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Where Are , 
Your Dollar Ideas ? 


We are drawing out the cleverest sales 
schemes of the best men in the industry, and 
giving them to you as Dollar Ideas. 


Now we want everybody to get in the 
game, and help along—where are yours? 


Pull up that scratch pad right now, and 
begin ! 








Flasher for Pool-Game 


AND VARIOUS OTHER SIGN EFFECTS 


Above is but oneof the many types of Flashers constructed by us. 
We are leaders and originators and build a complete line. 
Have you seen Bulletin No. 8 describing our Low-priced Flashers ? 


APPROVED BY THE UNDERWRITERS. (Report No. 3024.) 


Reynolds Electric Flasher Mfg. Co. 


LARGEST MANUFACTURERS OF FLASHERS IN THE WORLD 


195 Fifth Ave., Chicago, IIl. 
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Seeing is Believing 


With the new addition to our factory we are 
in a position to handle any demand or require 
ments in the lighting line. 


We now occupy a factory containing 300,000 
square feet of floor space, all of which is devo- 
ted to the manufacture of every conceivable 
necessity in the lighting industry. 

When convenient step in and see for your- 
self, as SEEING IS BELIEVING. 


R. W. WILLIAMSON & Co. 


Manufacturers of 


Electric and Combination Fixtures 
and Art Glass Domes 


Washington and Jefferson Sts. , CHICAGO, ILL. 


Largest fixture factory and lighting supply depot in the world 











No. D 2669 




















IS NOT HOT AIR 


BUT IT IS 
A STRONG STATEMENT 


You cannot handle a better or more profitable line of Fan Motors this season than 
the Fort Wayne. 


We are well aware, as a reputable concern, that it would be foolish 
to advertise such a claim if we couldn’t back it up with proof. 


Send for our proposition and compare it with.others. That’s a fair 
method, isn’t it ? 


We can’t list and illustrate all our types and sizes here or go into 
detail concerning their many points of superiority. We do all that in the 
catalogue we supply you, with your name on for distribution. We think 
this is a pretty ‘‘nifty’’ booklet and you can be proud to send it to your 
customers. 


We have already secured more contracts this year than ever before, 
but perhaps you have preferred to wait until the snow was gone before 
placing your order. There are some advantages in this method, but you 
can’t afford to put it off much longer. 


Therefore we repeat,—Fort Wayne Fans for 1910 are the best ones 
you can handle, and it’s to your advantage to investigate our proposition 
and see if we are telling the provable truth. We will supply you with "| , 
any information you want on the next mail after we hear from you. 8-inch Desk and Bracket Fan 


FORT WAYNE ELECTRIC WORKS 
1603 Broadway, “WOOD SYSTEMS” Fort Wayne, Ind. 
Atlanta, Ga. Cincinnati, O. Kansas City, Mo. New York, N. Y. San Francisco, Cal: 
Boston, Mass. Cleveland, O. Madison, Wis. Pittsburg, Pa. yg a 
Charlotte, N. C. Dallas, Tex. Milwaukee, Wis. Philadelphia, Pa. St. Pant’ Mine 


St. Paul, Minn. 
Chicago, Ill. Grand Rapids, Mich. New Orleans, La. Syracuse, N. Y. Yokohama, Japan 
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| An A. & W. Sign 


Distinctive in Design 
Animated and Attractive 











THIS SIGN 


Installed by the Union Elec- 
tric Company, Dubuque, Ia., 
40 feet high by 12 feet wide, 
contains 900 lamps, operated 
by a flasher, giving flaming 
effect to torches and several 
combinations on border, 
crown and words. 


MR. CENTRAL STATION MAN, 
USE YOUR OWN POWDER, 
“ELECTRICITY FOR PUBLICITY ” 


HIGH Clas 
PRINT WG: 
BATHS wos co 


and use it in an A. & W. 
Electric Sign. 





MAIL TODAY 


size of available sign space 
and wording ; tomorrow you 
will get a finished design and 
estimate. 


The A. & W. Electric Sign Co. 


CLEVELAND, OHIO 
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An 


Announcement 


We have removed our 
New York Salesroom to 
36 West 28th St., where 
we are showing many 
novelties in shades and 
fixtures. 


Some Exceptional Bargains in Popular Designs 
that have proved their selling qualities. 


Unique Art Glass & Metal Co. 


FACTORY: 


Brooklyn, N. Y. 36 West 28th St., New York 


UNIQUE 


An 
Opportunity 


Prices reduced on last 
year’s designs to make 
room for our new 
‘*Shower’’ electroliers 
and other -1910 nov- 
elties. 


SALESROOMS : 




















With the Hot Weather 


the THOR ELECTRIC 
HOME LAUNDRY MACHINE 
proposition becomes 
steadily more appealing 


The discomfort and trouble of the old 
system increases with the heat and it is just 
so much easier to sign up the business 
among both customers and prospects. 


If we can sell 25% of our machines into 
homes where no current has been used 
before,—so can you. 


HURLEY MACHINE COMPANY 


CHICAGO NEW YORK 
Monroe & Clinton Sts. Flatiron Building 
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Electric Signs 
with the Snap 
of Advertising 


Pay your customer——Give you larger and better signs 











Ask us for colored desions and 
— suggestions. s# Simply give us 
your customer’s name and line 
of businiss, state the limit of 
space, and we will give you 


PROMPT RETURNS 








Greenwood Advertising Co. 








Knoxville, Tenn. 
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CHEER UP 


Arc Lamps so dear to the heart of the 
Central Station man need not be dear 
to the purse of his customers if he uses 


SUNRAY 


HIGH EFFICIENCY 


ARC LAMPS 


For A. C. and D. C. Circuits 














Unique Design, Sturdy, Indestructible Construction, 
Absolute Reliability, Long Trim Life. 


ACTUALLY 1% WATTS PER M.L. H.C. P. 
Send for ‘‘ The White Light of Truth”’ 


THE SUNRAY ELECTRIC MFG. CO. 


109 West 42d Street, New York 














GUARANTEED 


NOT TOO LATE 
TO PLACE 
YOUR CONTRACT 
BEFORE 
HOT WEATHER COMES 





OUR GOODS AND PRICES 
ARE RIGHT 


° Patented 
Get Bulletin I NOT ONLY HOT POINT BUT HOT ALL OVER 











Excel Electric Heating Company 


52 Lawrence Street Conqeaint Engineering Co. NEWARK, N. J. 
enver, Coio. 
C. S. Knowles American Electric Company E. P. Boss F. D. Rusling 
Boston, Mass. St. Joseph, Mo. Buffalo, N. Y. Indianapolis, Ind. 
Hughson & Merton J. Lewis Davis Harmer & Co. The Lowe Electric Company 
San Francisco, Cal. Dallas, Texas Portland, Ore. New York City 
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In New York, Too 


DULL’S FLASHERS 


are now carried in stock in 


New York at 1368 Broadway 











Our Mr. S. B. Johnson, 
who has represented us 
on the road for several 
years, will attend to your 
wants with the same 
promptness and care that 
characterizes the Chicago 
house. 











Q We will carry a full line of Stock Machines including 
Carbon, Single Pole, Series and High-speed Machines, 
Motors, Alteration and Repair Parts, etc. 


@ Chaser, Script, Special and Combination Machines 
will be ordered from Chicago stock by daily telegraph 
service when possible. 


Reynolds Dull Flasher Co. 


152 Fifth Avenue, Chicago 
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SEND FOR CATALOGUE OF OUR NEW TYPE 


FLASHERS 








The Electric Carriage Call & Specialty Company 


173 Christopher Street, New York 














ee 


Artistic Standards 


Single and Clusters 





AMCODW OCPHAmMSrPZZO 
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Design 40,000 
Manufactured by 


ELMER P. MORRIS CO. 


94 West Street 
NEW YORK CITY 

















Practical Illumination 


FOR 


INDUSTRIAL 
PLANTS 










Quality and Reliability of 





EACH UNIT is important 





You get the right light 


and no ‘‘lamps out”’ 


when you 


use 


DAYLIGHT LAMPS 


Volkmer Electrical Company 
585 Hudson Street New York 























This double-faced sign is a 


READY SELLER 
at $99.00 net to Central Stations 


Size 5 ft. x 7 ft. 


Electric Letters, Porcelain Enamel 
Other Letters, Glass Transparency 


HALLER SIGN WORKS (Inc.) 


704 S. Clinton Street, Chicago 
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A Really Good Library Table Reading Lamp 


SERVICE! 


The G-M Lamp gives 
ample illumination on the 
reading page. 

The G-M Lamp has a 
brilliant light evenly distri- 
buted by a diffusing hem- 
isphere. 

The G-M Lamp pro- 
duces a wide zone of soft, 
useful light. 

The G-M_ Lamp is 
made in several styles and 
finishes — all artistic in 
design. 

The intensity and qual- 
ity of light is controlled by “ 
a switch at the base. 10 


















REQUIREMENTS ? 


Is your library lamp sat- 
isfactory to vead by as well 
as look at? Does it “‘har- 
monize splendidly” with its 
surroundings but give a 
dim, insufficient light? Or 
do you get a glare that 
hurts your eyes? Are you 
looking, like hundreds of 
others for something better? 


The G-M LAMP 
( Patent applied for) 





The benefits of correct lighting have been demonstrated in thousands of stores, 
factories, shops and ofhces. Bring them to your home. 


ELECTRIC MOTOR AND EQUIPMENT CO., NEWARK, N. J. 



























Get after those MILL AND FACTORY 
LIGHTING JOBS with the new 


TUNGSTELET 


and install MAZDA and TUNGSTEN LAMPS 


where they could never be placed before. 


IT PREVENTS VIBRATION from reaching the lamp. 


Can be used on any sort of Electrolier, Bracket, Cord 


| Suspension, etc. 
Spring in Compression,—you cannot pull it out. 
TUNGSTEN EFFICIENCY at the price of an Extra Socket. 


- - mT 
= ||| 
<li ~ i Does that listen like NEW BUSINESS? 


ae ra! a ll TRY IT ON A “HARD ONE.” 
Pn —— Ul —t ti 


Made in four styles. List Price 
Cat. 100—% x % for Fixtures, . ... $0.32 
bp Loge Cat. 101—% x % for Cluster Stems, . . 40 
CU) Cat. 102—Complete Fixture for low ceilings 
GW ” and show windows, cage or ae 50 
(CRE) Cat. 120—% x % for 150-250 watt a ane 
shades... | ta 


Write for Discounts. 


THE TUNGSTELET CO. 


101 Walker Street, New York 














Exact Size 
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Buckeye Supremacy in Industrial 
Lighting 

NDUSTRIAL Lighting is a distinct 
| branch of [lluminating Engineering, 
and a mastery of this im -ortant subject 
requires deep study, long experimentation 
and wide experience. The Buckeye Elec- 
tric Company was the first incandescent 
lamp manufacturer to recognize the im- 
portance of this subject, the first to appro- 
priate sufficient funds to master it, and the 
first to establish a Department of Industrial 
Lighting upon a practical basis and under 
the charge of men experienced in mill and 
factory conditions. Our experts will be 
glad to co-operate with central stations or 
others in solving industrial lighting prob- 


lems. Their services are offered without 
charge. 
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THE BUCKEYE ELECTRIC CO. 


MAIN OFFICE AND WORKS: 


CLEVELAND, OHIO 


CHICAGO : PITTSBURG : DALLAS: 
23 East Lake Street Fulton Building 220-221 Linz Building 
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In writing to advertisers, mention ‘‘Selling Electricity’’ 
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THE CENTRAL STATION 


DEVELOPMENT COMPANY’S 
DEPARTMENTS 


NEW BUSINESS, AUDITING AND BOOKKEEPING, 
ENGINEERING, MOTOR, ISOLATED PLANTS, SO- 
LICITING, PURCHASING, ELECTRIC GARAGE, 
SIGNS, STREET AND BOULEVARD LIGHTING 










Complete Supervision of Central Stations 
(ALL DEPARTMENTS) 


Expert Supervision of Special Campaigns 


Send for our 


Hand Book and Booklet of Service Charges 


Cleveland, Ohio 
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I'l HITS THE MARK 


OST flashing signs are too 
expensive for the small 
merchant. Here isa stan- 

dard Federal sign combination that 


fills the requirements of small stores. 


An electric arrow sign like this 
will attract attention among a dozen 
more elaborate electrical displays. 
‘The arrow and border lamps around 
sign flash alternately, while the tung- 
sten lamp in the reflector arm burns 
steadily. The sign can be read all 


the time that the flasher is operating. 


You will find that Federal signs 
will help you close contracts with 
the small business houses. ‘lhe 
rust-proof and weather-proof metal 

construction appeals to the careful buyer. The clean-cut, attractive appearance 


appeals to the progressive merchant who wants an up-to-date store front. 


Federal signs mean pleased customers, the best advertisement a central 
station can have. 


Ask us for prices on the arrow combination and for complete bulletins of 
porcelain enameled steel signs. 


It’s worth a postal-card. 


FEDERAL ELECTRIC COMPANY 


CHICAGO 














In writing to advertisers, mention ‘‘Selling Electricity’’ 





